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.»-.>.~.i«'«\-.»-jiiwin>»r«~»>ttiimii-»iH-jŵ '...-«-r»»—̂ n-rn^.Tfftunn^»-—■»-.t)v»»iorT>>.f«iw>-jHK»r,»f->.«.i»wnin/i-n.-CT.»TOS.v-
THE UNIVERSITY OF OKLAHOMA 
GRADUATE COLLEGE
A COMPARATIVE ANALYSIS OF WHOLESALE ORGANIZATIONS 
IN THE CHANNEL OF DISTRIBUTION FOR HOUSE­
HOLD APPLIANCES: NIGERIA vs USA
A DISSERTATION 
SUBMITTED TO THE GRADUATE FACULTY 




ROWLAND CHIDI CHIDOMERE 
Norman, Oklahoma 
1984
A COMPARATIVE ANALYSIS OF WHOLESALE ORGANIZATIONS 
IN THE CHANNEL OF DISTRIBUTION FOR HOUSE­




("c*) Copyright by Rowland ChidI Chldomere 1984 
^  ALL RIGHTS RESERVED
ACKNOWLEDGEMENTS
The completion of this dissertation is due to efforts of numerous people. It 
is not practical to mention all who have provided som e measure of support. 
However, my deepest appreciation goes to  aH who have assisted.
1 gratefully acknowledge the guidance of all the members of my advisory 
com m ittee in the formulation and execution of the ideas in this research effort. 
To my Chairman, Dr. Gary Green, I am deeply indebted for his assistance, 
counsel, and encouragement throughout the project. His professionalism and 
unique knowledge of research methods throughout this venture has been a source 
of personal grow th fo r m e, and have se t an example tow ard which I shall always 
s triv e . I also sincerely  appreciate the invaluable advice, d irection  and assistance 
provided by Dr. Jam es Stock during the conceptualization, implementation, and 
completion of this research. Among the qualities he instilled in his students are 
the determination to get a job completed, the rigorousness of academ ic research, 
and the values of hard work and dedication. Also deserving my gratitude are Dr. 
Loy Prickett, Dr. Charles Butler, and George Henderson. Their comments and 
suggestions at critical moments and the assistance they provided unhesitatingly 
in all regards were instrumental in the successful completion of this research.
Special recognition goes to the many individuals who completed the lengthy 
questionnaire used in this r^eareh . Acknowledgement is also given to the 
distribution executives who provided helpful comments during the pretesting of 
the data collection instruments used in this study. Appreciation to  Marlene 
Tsosie for her superb typing of this dissertation cannot be expressed adequately.
Finally, my deepest gratitude goes to my family who have contributed so 
definitively to my realization o f a long-desired goaL I acknowledge the 
immeasurable contributions of my parents Rowland and Rechael Chidomere, and 
uncle Lambert, whose life-long confident in me has encouraged me to achieve 
far beyond that which I thought possible. I express special appreciation to  my 
uncle Dr. Evans Chidomere, for the generous assistance in collecting data from 
Nigeria. A debt, which can never be fully repaid, is owed to my w ife Carolyn, 
and our child Derrick for their patience, assistance, and understanding during the 
innumerable hours I have devoted to this study and my doctoral program. Their 
sacrifice  and loving guidance have made this dissertation possible. It is with 




LIST OF T A B L E S .......................................................................................................  vii
LIST OF FIG U R E S..............................................................................................................xiii
CHAPTER
I. INTRODUCTION.............................................................................................  1
Background and the Need for the Study 
Purpose o f the Study 
Research Questions and Hypotheses 
The Research Model
Definitions and Descriptions of the Environmental 
Variables in the Model 
Delim itations 
L im itations
O rganization o f th e  Study
n. REVIEW OF THE L IT E R A T U R E .................................................................. 22
Introduction




The Study of the Channel as an Organizational 
System
The Wholesale Organization as a Channel Intermediary 
C lassifications o f the Wholesale Trade
Wholesaler Classified by Type o f Operation 
Wholesaler Classified by Functions Performed 
Studies on Organization—Environment Relationship 
Summary
m . METHODOLOGY ............................................................................................ 57
Introduction 
Research Design  
Sampling Procedure
Defining the Population 
Sampling Unit 
Sampling Frame 
Sampling Units and Methods 
Determining the Sample Size 
Sampling Plan
TABLE OF CONTENTS (Con’t)





Validity and R eliability  
Content Validity 
Construct Validity 
Criterion V alidity 
Reliablity  
D ata Analysis
IV. PRESENTATION OF THE RESEARCH F1ND1NŒ ...................................87
Introduction
Results
Examination of the Hypotheses 
Summary
V. SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS . . . 195
Sum m ary of the Study
H ypotheses
Conclusions
Implications of the Study 
Suggestions for Further Research
B IBLIO G R A PH Y ................................................................................................................. 223







1. The Flow Approach M o d e l......................................................................................... 8
2. The Actor-Process-Structure-Funetion-Environment Model . . . .  10
3. Standard C oefficient (Bets) for the Regression o f Newspaper
D ifferentiation Measures o f Metropolitan Environment and
Organizational Size, and in Noncompetitive Market
C o n d it io n s ........................................................................................................... 44
4. Correlation C oefficient and Significance Level Derived
by Correlating the Independent Variables with Change
in Sales and Net Profit over a Five Year Period ............................... 50
5. Significant Relationships betw een Increases in Sales and
Net Profit Correlated with Interface V a r ia b le s .....................................51
6. Operationalization o f the V a r i a b l e s ................................................................. SO
7. In te rna l Consistency of M easure of O rganizational
S tructu re  for N igerian W h o le s a l e r s ..........................................................75
8. Internal Consistency of Measures o f Organizational
Structure o f United States W h o lesa lers.................................................... 76
9. Internal Consistency o f Measures of Environmental Factors
of Nigerian W h o le s a le r s ............................................................................... 77
10. Internal Consistency of Measures of Environmental Factors
o f United States W holesalers.......................................................................... 78
11. Components o f Redundancy Measure for the Economic Variables
and Size Measures o f United States Wholesale F i r m s ..........................89
12. Relationships Between Economic Variables, Size Measures and
Canonical Functions for United States Wholesale Firms . . . .  90
13. United States Wholesalers' Perceptions o f  the Influence of
Economic Variables on the Size o f the F i r m ......................................... 92
14. Components of Redundancy Measure for the Economic Variables
and Assortment Structure Measures o f United States Wholesale 
Firms 95
15. Relationships Between Economic Variables, Assortment Structure
Measures, and Canonical Functions for United States Whole­
sale Firms................................................................................................................96
LIST OF TABLES (Con't)
TABLE Page
16. United States Wholesalers' Perceptions of the Influence o f
Economic Variables on the Assortment Structure of the
F ir m ......................................................................................................................... 98
17. Components o f Redundancy Measure of the Economic Variables
and Market Coverage Measures o f United States Wholesale
F i r m s ..................................................................................................................100
18. Relationships Between Economic Variables, Market Coverage
Measures, and Canonical Functions for United States
Wholesale F i r m s ............................................................................................ 101
19. United States Wholesalers' Perceptions of the Influence
o f Economic Variables o f the Extent o f Market Coverage
by the F i r m .......................................................................................................104
20. Compcments o f Redundancy Measure for the Technological
Variables and Size Measures of United States Wholesale
F i r m s ..................................................................................................................107
21. R elationships Betw een th e  Technological Variables, Size
M easures, and C anonical Functions for United S tates
Wholesale F irm s..................................................................................................108
22. United States Wholesalers' Perceptions of the Influence
o f Technological Variables on the Size of the F i r m ........................... 109
23. Components o f Redundancy Measure for Technological
Variables and Assortment Structure Measures of United
States Wholesale F i r m s ................................................................................112
24. Relationships Between Technological Variables, Assortment
Structure Measures, Canonical Functions for United
States Wholesale F i r m s ................................................................................113
25. United States Wholesalers' Perceptions of the Influence
of Technological Variables on the Assortment Structure
o f the F i r m .......................................................................................................114
26. Components of Redundancy Measure for Technological Variables
and Market Coverage Measures of United States Wholesale
Firm s....................................................................................................................... 117
27. Relationships Between Technological Variables, Market
Coverage Measures, and Canonical Functions for United
States Wholesale F i r m s ................................................................................118
Vlll
LIST OF TABLES (Con't)
TABLE Page
28. United States Wholesalers' Perceptions o f  the Influence
o f Technological Variables mi the Extent o f  Market 
C overage by the F irm .......................................................................................119
29 Components o f Redundancy Measure for the Socio-Cultural
Variables and Size Measures o f United States Wholesale 
F i r m s .................................................................................................................. 121
30. Relationships Between the Socio-Cultural Variables, S ize
Measures, and Canonical Functions for United States
Wholesale F irm s..................................................................................................122
31. United States Wholesalers' Perceptions o f  the Influence
o f Socio-Cultural Variables on the S ize o f the F i r m ........................... 124
32. Components o f Redundancy Measure for the Socio-Cultural
Varibles and Assortment Structure Measures o f United
States Wholesale F i r m s ................................................................................. 127
33. R elationships Betw een Socio-C ultural Variables, A ssortm ent
S tru c tu re  M easures, and C anonical Function for United
S ta te s  W holesale F i r m s ................................................................................. 128
34. United States Wholesalers' Perceptions o f the Influence of
Socio-Cultural Variables on the Assortment Structure of
the F i r m ............................................................................................................ 129
35. Components o f  Redundancy Measure for the Socio-Cultural
Variables and Market Coverage Measures o f United States 
Wholesale F irm s................................................................................................. 131
36. Relationships Between Socio-Cultural Variables, Market
Coverage Measures, and Canonical Functions for United
States Wholesale F i r m s .................................................................................132
37. United States Wholesalers' Perceptions o f  the Influence o f
Socio-Cultural Variables on the Extent of Market Coverage
by the F i r m .......................................................................................................134
38. Results o f the Split-Sample Analysis o f th e  Canonical
Weights for United States W holesalers......................................................136
39. Results o f  the Split-Sample Analysis o f  the Factor Loadings
for United States W holesalers...................................................................... 137
40. Components o f Redundancy Measure for the Economic Variables
and Size Measures o f  Nigerian Wholesale Firm s..................................... 140
IX
LIST OF TABLES (Con't)
TABLE Page
41. Relationships Between Ecwiomic Variables, S ize Measures
and Canonical Functions for Nigerian Wholesale Firms . . . .  142
42. Nigerian Wholesalers' Perceptions of the Influence o f
Ecm om ic Variables on the Size o f the F irm ........................................... 142
43. Components o f  Redundancy Measure o f the Economic Variables
and Assortm ent Structure Measures of Nigerian Wholesale
F i r m s ...................................................................................................................145
44. Relationships Between Economic Variables, Assortment
Structure Measures, and Canonical Functions for Nigerian 
Wholesale F i r m s .............................................................................................146
45. Nigerian Wholesalers' Perceptions o f the Influence of
Economic Variables on the Assortment Structure o f the
F irm ........................................................................................................................ 147
46. Components o f  Redundancy Measure for the Economic Variables
and M arket C overage M easures of Nigerian V/holesale F irm s . . 150
47. R elationships B etw een Economie Variables, M arket C overage
Measures, and Canonical Funtions for Nigerian Wholesale
F i r m s ...................................................................................................................151
48. Nigerian Wholesalers' Perceptions of the Influence o f Economic
Variables on the Extent o f Market Coverage by the Firm . . .  152
49. Components o f  Redundancy Measure for the Technological
Variables and Size Measures o f Nigerian Wholesale Firms . . . 155
50. Relationships Between the Technological Variables, Size
Measures, and Canonical Functions for Nigerian Wholesale
F i r m s ......................................................................................................... 156
51. Nigerian Wholesalers' Perceptions o f the Influence of
Technological Variables o f the Size of the F i r m ........................157
52. Components o f  Redundancy Measure for Technological Variables
and Assortment Structure Measures of Nigerian Wholesale
F i r m s .........................................................................................................159
53. Relationships Between Technological Variables, Assortment
Structure Measures, and Canonical Functions for Nigerian 
Wholesale F irm s........................................................................................ 160
54. Nigerian Wholesalers' Perceptions of the Influence of
Technological Variables on the Assortment Structure of
the F i r m .............................................................................................................161
LIST OF TABLES (Con't)
TABLE Page
55. Components of Redundancy Measure for Technological
Variables and Market Coverage Measures o f Nigerian
Wholesale F ir m s ............................................................................................... 165
56. Relationships Between Technological Variables, Market
Coverage Measures, and Canonical Functions for
Nigerian Wholesale F irm s..........................................................   166
57. Nigerian Wholesalers' Perception o f the Influence of
Technological Variables on the Extent o f Market Coverage
by the Firm .................................................................................................... 167
58. Components of Redundancy Measure of the Socio-Cultural
Variables and Size Measures of Nigerian Wholesale Firms • • • 169
59. Relationships Between the Socio-Cultural Variables, Size
Measures, and Canonical Functions for Nigerian Wholesale
F ir m s .....................................................................................................................170
SO. N igerian W holesalers' Perceptions of the  Influence of
S oeio-C uitural V ariables on the  Size of the  F i r m .............................. 171
61. Components of Redundancy Measure for the Socio-Cultural
Variables and Assortment Structure Measures of Nigerian 
Wholesale F ir m s ...............................................................................................174
62. Relationships Between Socio-Cultural Variables, Assortment
Structure Measures, and Canonical Functions for Nigerian 
Wholesale F ir m s ...............................................................................................175
63. Nigerian Wholesalers' Perceptions of the Influence o f Socio-
Cultural Variables on the Assortment Structure o f the
F i r m .................................................................................................................... 176
64. Components of Redundancy Measure for the Socio-Cultural
Variables and Market Coverage Measures of Nigerian
Wholesale F i r m s ...............................................................................................178
65. Relationships Between Socio-Cultural Variables, Market
Coverage Measures and Canonical Functions for Nigerian 
Wholesale F i r m s .............................................................................................. 179
66. Nigerian Wholesalers' Perceptions of the Influence o f Socio-
Cultural Variables on the Extent o f Market Coverage by
the F ir m ...............................................................................................................180
67. Results o f the Split-Sample Analysis of the Canonical Weights
for Nigerian W h o le sa ler s .............................................................................. 182
XI
LET OF TABLES (Con’t)
TABLE Page
68. Results of the Split-Sam ple Analysis of the Factor
Loadings for Nigerian W h o le s a le r s ......................................................... 183
69. Results of the Student T-T est Analysis for the D ifference
Between the Size of Wholesalers in Nigerian and the
United S t a t e s .................................................................................................... 186
70. Results of the Student T-Test Analysis for the D ifference
Between the Assortm ent Structure of Wholesalers in
Nigerian and the United S t a t e s ....................................................................188
71. Results of the Student T-T est Analysis for the D ifference
Between the Extent of Market Coverage by the Wholesalers 
in N igeria and the United S t a t e s .............................................................. 190
72. Summary of Hypotheses T e s t i n g ..................................................................... 219
73. Results of the Student T-Test Analysis for D ifference in
the S ize, A ssortm ent S tru c tu re , and M arket C overage of 
Respondents and N onrespondents in the U nited S ta te s .........................254
74. R esults of the S tuden t T -T est Analysis for D ifference in
the S ize, A ssortm ent, S truc tu re , and M arket C overage of 
R espondents and N onrespondents in N i g e r i a .........................................255
LIST OF FIGURES
FIGURE Page
1 Bartels' Model for Comparative Analysis 12
2 The Research Model 14
'Ain
A COMPARATIVE ANALYSIS OF WHOLESALE ORGANIZATIONS 
IN THE CHANNEL OF DISTRIBUTION FOR HOUSE­
HOLD APPLIANCES: NIGERIA vs. USA
CHAPTER I
Introduction
A modern fac to ry  can be tran sp lan ted  from the United S ta te s  to  
Asia, A frica, cr L atin  A m erica. The m achine will function th e  sam e 
way and th e  p roduct v/ill be id en tica l.... Our d istribution m ethods- 
developed to  a  high degree o f sophistication  in our intensely 
com petitive m arketplace-cannot be directly transp lan ted .... I would 
be the last to suggest that American marketing techniques will, or 
necessarily should, ever fit India's particular requirements. Rather,
I would plead that—together with India and other developing 
nations—we explore what portions o f our experiences and know-how 
in marketing that can be adapted to their needs.
In marketing, as in other areas o f social and economic activ ities,
institutions and methodology do not arise simply through chance. Rather, they
2
are often a reflection o f  the particular environment in which they are found. 
An important theoretical concept widely held by marketing scholars is that the 
development o f the marketing system  of a nation is a function o f the
Michael Michaelis, "Distribution in Developing Economies," in George 
Wadinambiaratchi, "Channel o f Distribution in Developing Economies," The 
Business Quarterly VoL 30 (Winter, 1965), p. 41.
2
Leo G. Erickson, "Analyzing Brazilian Consumer Markets," MSU Business 
Topics, (Summer, 1963), pp. 7-27.
development o f its social, economic, technology, and cultural environment.^ 
This concept has provided some frameworks from which the differences and 
sim ilarities between marketing activities, practices, and structures in different 
environments have been investigated.'^
In developing nations, marketing has been the most backward part o f the  
economic system, while greater emphasis has been put on industrialization and 
production. This has been'attributed to the low socia l status o f the merchants, 
and low evaluation o f  economic function o f distribution in these countries. The 
inefficiency in the distribution system s within these countries, has translated  
itse lf into constant product shortages and higher prices for the goods and 
services. Furthermore, some failures in industrialization plans in most of these  
countries have been attributed to the lack of an effic ien t distribution system  
for the m anufactured  products th a t are locally produced.^
A major segm ent of any marketing organization is the channel o f  
distribution for the products and services. This distribution channel, which is 
bounded by geographic, economic and human factors, is a part of a larger 
system which provides it with inputs, and imposes restrictions on its operation. 
The distribution structure is a subsystem o f  the national environment, which in 
turn, is a subsystem o f  the international environment. Both the national and
3
Susan P. Douglas, "Patterns and Parallels o f  Marketing Structures in 
Several Countries" MSU Business Topics, VoL 19 (Spring, 1971) p. 38.
4
Susan P. Douglas and Yoram Wind, "Environmental Factors and 
Marketing Practices." European Journal of Marketing, Vol. 7, No. 3, (1973), pp. 
155-165.
^AbduUa Ali Abdulelah, "A Description and Analysis o f  the Channels of  
Distribution for Food Products in the State of Kuwait." (An Unpublished 
Doctoral Dissertation. North Texas State University, 1977.)
the international environments encompass physical, economic, social, cultural, 
and political subsystems that influence the development of, and impose 
constraints on the channel system.®
Background and the Need for the Study
The marketing channel, like most disciplines, has been perceived in more
than one way, depending on the intent o f  the conversation. This diversity in
perception has led to differences in the definition o f  the term.
Viewing the marketing channel as an entity, Revzan defined it as a
"pathway taken by goods as they flow from point of production to points of
7intermediate and final use." Using a slightly different definition, Alderson 
viewed it  as "a group of firms that constitute a loose coalition engaged in 
exploiting a  jo in t opportunity  in the market."® FoHowing a  sim ilar trend of 
thought, Walters and Bergiel defined the channel as "a team o f merchant and/or
agent institutions that function to create and distribute assortments of products 
to specific markets or market segments,"® The implication for an independent 
or separate existence of the marketing channel in these definitions is obvious.
® Lou is W. Stern and AdeU 1. El-Ansary, Marketing Channels (Englewood 
C liffs, N.J.: Prentice Hall, Inc., 1977), p. 12.
7
David A. Revzan, "Marketing Organization Through the Channel" 
Wholesaling in Marketing Organization. (New York: John Wiley and Sons,
1961), p. 108.
®Wroe Alderson, "Factors Governing the Development of Marketing 
Channels" in Richard M. C lew ett, Marketing Channels for Manufactured Goods. 
(Homewood, IL.: Richard D. Irwin, Inc., 1954), p. 30.
® Charles G. Walters and Blaise J. BergeL Marketing Channels. 2nd. ed. 
(Glenview, IL.: Scott, Foresman and Company, 1982), p. 3.
As an interdependent system , Stern and El-Ansary offered the definition 
o f the channel as "an interorganizational system, comprised o f a set of 
interdependent institutions and agencies involved with the task of moving things 
o f  value from its point o f  conception, extraction or production to  points of 
consumption."^*^ This definition, as opposed to the ones given earlier, considers 
the channel as a system made up o f  institutions performing necessary functions. 
It implies the existence o f some interdependency within this interorgan izational 
system .
The channel has been defined with the viewpoint o f the manufacturer 
being the controller, and other channel members as subordinates. According to 
the Committee on Definitions o f  the American Marketing Association, the 
channel is "the structure o f  intra-company organization units and extra-
company agents and dealers, w holesale and re ta il, through which a comm odity,
product, or service is marketed."*^
Any of the above definitions are workable, but for the research at hand, a
definition given by Michman was adopted. He viewed channels o f  distribution
as "an integral part of a complex system  that have evolved from cultural and
social forces in order to fac ilita te  exchange and consumption transactions, and
12are governed by legal, economic, social, and political constraints."
This decision was based on the following rationale; (1) the reference of 
the channel as an integral part, suggests the existence o f  an entity within a
Louis W. Stern and Adell 1. El-Ansary, Marketing Channels, p. 4.
^^A Glossary of Marketing Terms, Committee on Definition o f the 
American Marketing Association. (Chicago: American Marketing Association, 
1960), pp. 9-23.
12 Ronald Michman, Marketing Channels (Columbus, OH.: Grid, Inc., 1974),
p. 2.
mutually complex system ; and (2) by implying the evolution of channel system  
from the cultural and social forces, it tends to highlight the relationship 
between the development o f  the marketing system  o f a country with its 
environment.
Purpose o f the Study 
It was noted earlier in this study that a theoretical concept widely held by 
marketing scholars is that the development of the marketing system o f a 
country is closely related to the development of its various environmental 
variables. The purpose o f this study was to examine the organizational 
structures o f  household appliance wholesalers o f  tw o countries in different 
stages o f  development, and determine their relationship to selected  
environm ental variables.
First, the various elem ents o f the organizational structure of the 
wholesaler were explained, and a descriptive model was developed. Secondly, 
hypotheses were tested  concerning the sim ilarities and differences in these 
structural variables, with regard to  the environment in which they existed.
This study was intended to facilita te  increased understanding of the 
channel organizations and its management through the examination of 
sim iliarities and d ifferences o f wholesale structures in d ifferent environments; 
and through the promotion of more e ffec tiv e  channel development in the 
following ways:
1. A description o f wholesale structure would aid marketers not only to 
design a marketing organization abroad, but also help them to 
appreciate what has to be done to change the underlying factors to 
design a structure more suitable for their requirements.
2. Similarly, it would help in the more successfu l transferring of 
marketing techniques between these two countries which are at 
different stages of economic development.
3. It would provide marketing educators with more facts on the influence 
o f the environment on the structural development o f the wholesale 
organization.
4. It would provide a conceptual basis for additional research into Nigerian 
distribution system s and in cross-cultural marketing research studies.
Research Questions and Hypotheses 
The research question of this study was: Do environmental factors such 
as economics, technology, society and culture a ffec t wholesalers' organizational
struc tu re?
In particu la r, a ttem p ts  were made to answer th e  following questions:
1. To what extent are specific environmental conditions such as 
economic, social and technological patterns associated with the 
wholesalers' size, assortment structure, and market coverage?
2. What d ifferences and sim ilarities exist in the organizational 
structures of wholesalers in Nigeria and the United States? Can 
these differences and sim ilarities be explained as a result of 
environmental conditions?
The Research Model 
According to Blau, only system atic comparisons o f  many organizations 
can establish relationships between characteristics o f organizations and 
stipulate the conditions under which these relationships hold. This provides the
materials that need to be explained by theoretical principles and important
13guides for deriving these principles.
To provide the answers to the research questions it  was necessary to 
utilize a construct that would allow a comparative analysis o f the structure o f 
these wholesale organizations to be performed. Various conceptual models for 
effectively  comparing the relationships between marketing and its environment 
had been developed by many theorists and researchers. A few  of those 
approaches were reviewed in this study namely; (1) the Flow Approach Model, 
(2) the Actor-Process-Structure-Function-Environment Model, and (3) Bartels' 
Model for Comparative Analysis.
1. The Flow Approach Model
C en tra l to  the flow approach are the concepts o f th e  d istribu tion  channel 
and m arketing  flows. It considered the d is tribu tion  channel as an organized 
behavior system  that directs and supports the movement o f  goods and services 
from producers to users. The term "movement" includes various functions, and 
were arranged under five broad headings: ownership, communication, physical 
possession, financing and risking, as shown in Table 1.
Using this approach, questions as to how goods and services are exchanged 
in a given system , or a comparison o f how goods are exhanged in Country X vs. 
Country Y, can be answered by a study of what marketing agencies take part in 
ownership flows, how they participate in the flows i.e . what functions they 
perform, and the amount of work that each does.^^
13 P.M. Blau, "The Comparative Study of Organizations" Industrial and 
Labor Relations Review. Vol. 18 (April, 1965) pp. 323-338.
^'^Eugene D. Jaffe, "A Flow Approach To The Comparative Study of 
Marketing Systems" in J. Boddewyn Comparative Management and Marketing: 
Text and Reading. (Glenview, IL: Scott, Foresman and Co., 1969) p. 162.
TABLE 1 
THE FLOW APPROACH MODEL
C om parative  
M arke tin g  Issues
C om parative  
M arketing Functions
Com parative  
M arketing  F lo w s '
W hat g o o d s  and  s e r v ic e s  are  
e x ch a n g e d , and in w hat 
qu an tities?
How are g o o d s  and s e r v ic e s  
ex c h a n g e d ?
F u n ction s of E xch ange
1. Buying






1. T ransfer of title
2. T ransfer of rights 
or  authority
3. T ransfer o f control
How are g o o d s  and ser v ic e s  
p h ysica lly  transferred  
from s e lle r  to  buyer?
F u n ction s of P h ysica l 
S u pply
1. Transportation
2 . S torage
P h y s i c a l  D i s t r i b u t i o n
P h ysica l P o s s e s s io n
1. C ollectin g
2. Sorting
3. D isp ersin g
H o w  d o  p r o d u c e r s  a n d  m a r k e t i n g  
a g e n c i e s  g a i n  k n o w l e d g e  of 
co n su m er  d em an d ?
How d o  p rod u cers  and  m arketing  
a g e n c ie s  d issem in a te  
prom otional inform ation to  
co n su m er s?
M a r k e t  I n f o r ma t i o n  
P ropaganda
C o m m u n i c a t i o n
1.  L o g i s t i c a l
2. P roblem  so lv ing
3. P ersu asive
How are g o o d s  and s e r v ic e s  
paid for by c o n su m e rs?  by 
m arketing institu tion s?
What are th e  fu n ction s of 
financing and paym ent in 
facilitating the m ovem ent 
of g o o d s  and s e r v ic e s?
Financing and Paym ent F inancing and Paym ent
How are risks of ow nership, 
physical possession  and  
linancing  p a sse d  on  to  
s u c c e s s iv e  a g e n c ie s?
H edgin g
P o o lin g  uncertainty R isking
Source: Eugene D. Jaffe  "A Flow-Approach To The Comparative Study of
Marketing Systems" in J. Boddewyn Comparative Management and 
Marketing: Text and Reading. (Glenview, IL.: Scott, Foresman and 
Co., 1969} p. 163.
2. The Actor-Process-Structure-Function-Environment Model
Comparative studies using this framework can either be centered on any 
one o f the elem ents listed or suggested in Table 2, or concentrate on the 
relationships among function, structure, process, actors and environment. On 
the other hand, one can study in a comparative manner, the changes in these  
elem ents and their relationships, or the strains, problems and dysfunctions 
present in th e  system.^^ As used in this model, function refers to  what 
marketing contributes to society  at large, to the smaller economic unit 
represented by the firm, and to the ultim ate consumer. Structure deals with 
relationships among marketers in their social roles. The locus o f such a web of  
relationships among marketers is, to a large extent, found in the "market". 
Process encompasses the various activities, e.g. buying, selling, advertising, 
th a t bring m arketers into in teraction . A ctors applies to consum ers, middlemen, 
managers, regulators and other relevant participants. The marketing 
environment has various physical, economic, political, social and cultural 
dimensions that interact with marketing's actors, processes, structures and 
functions in many direct and indirect ways.
^^Jean Boddewyn, "A Construct for Comparative Marketing Research", 
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Bartels' Model for Comparative Analysis
According to Boddewyn, Bartels' analytical framework in Figure 1 conceived  
marketing as both a social system and social process. It was a system  because 
marketing included and integrated various elem ents such as "technology" and a 
variety o f "marketers" connected through "relationships" and involved in 
"interactions". As a process, marketing was a series o f "work flows" required to 
bridge the "separation" between producers and consumers engaging in 
"behavior". These system s and processes, according to her, were social 
because; (1) marketing was a socially evoked, socially oriented means of 
meeting needs for goods and services; and (2) it required the interaction of 
individuals who incurred "responsibility" in performing their roles as buyers, 
sellers, m anagers, and regulators.^®
B artels suggested  th e  in tegration  and v ita liza tion  o f w hat he re fe rred  to 
as the traditional conceptions of marketing, by focusing on (1) the "marketing 
interaction" among the role players, and (2) the interplay betw een marketing 
and its societal environment in terms o f  external influences on marketing and 
marketing's contributions to economy and society.
This framework stressed that the proper focus of the comparative 
approach was on the relationships between marketing elem ents, rather than on 
the environment. The comparison of marketing in tw o countries by the symbols 
A:B (comparing both marketing processes), was more of a descriptive statem ent 
than an analytical one. So too was the relationship o f C:D, (Home environment 
vs. Foreign environment) which indicated a comparison of
^®Jean Boddewyn, Comparative Managment and Marketing: Text and
Readings (Glenview, IL: Scott, Foresman and Company), 1969, p. 105.
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Source: Robert Bartels "Are Dom estic and International Marketing Dis­
similar?" Journal o f Marketing. VoL XX Xn (July, 1968) pp. 56-61.
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environments. The relationships o f  A:C and B:D on the other hand, were 
statem ents referring only to  the environment. A comparative analysis o f any 
organization and its environment should be based on A:C=B:D. This notion 
indicates that research should be focused on the comparison o f relationships 
between marketing and its environment in two or more countries.
For the research at hand, Bartels' model o f comparative analysis was
utilized, based on the following rationale:
1. Due to the breadth and the flexibility o f this model, its use in this
study enabled the researcher to  analyze the various environmental 
and organizational structure variables being investigated.
2. The answer to  the first research question was sought by examining 
A:C, at position 1, and B;D, at position 2. The second question 
concerning th e  d ifferences and the  s im ila rities  o f th e  two wholesale 
structures was examined at position 3.
3. Boddewyn's remark that this model related to  Alderson's system atic- 
functionalist conception and resembled Duddy and Revzan's "holistic- 
institutional" approach which viewed the marketing system within the 
entire economic order as an organic whole functioning through a 
great variety of interrelated marketing structures to achieve the 
purposes attributed to marketing, was taken by the researcher as an 
inference to its validity.^^
Using this model, the problem under investigation was looked at as 
soeeified in Figure 2.
17 Robert Bartels, "Are Domestic and International Marketing Dissimilar," 
Journal o f  Marketing, Vol. XXXn (July, 1968) pp. 56-61.









































Definitions and Descriptions o f  the Environmental Variables in the Model
According to Duncan, one of the shortcomings of much o f  the theoretical
and em pirical research on organizational environments has been the failure to
clearly conceptualize organization environment or the elem ents comprising
it.^® A major advantage o f  an environmental definition was that it specified
the factors within the boundaries of the organization or specific decision
making units that must be considered as part o f the environment. Based on this
notion, environment was defined in this study as "the tota lity  o f physical and
social factors that are taken directly into consideration in the decision-making
20behavior o f  individuals in the organization."
Three environmental variables were selected  for analysis in this study:
technology, socio-cultural, and economic. Each of these variables was 
commented upon, in the following section, and a set o f hypotheses were 
generated for testing betw een the wholesalers in Nigeria and the United States. 
Technology
Various studies have suggested that there is a relationship between the
21level of technology and the design of an e ffective  organizational structure. 
Technology has been defined as "as technique or a set o f techniques employed 
to alter materials (human or non-human, mental or physical) in an anticipated
Robert B. Duncan, "Characteristics of Organizational Environments and 
Perceived Environmental Uncertainty," Administrative Science Quarterly, Vol. 
17, No. 3, (September, 1972), p. 314.
^°!bid.
21 See George Wadinambiaratchi, "Channels o f  Distribution in Developing 
Economies," The Business Quarterly, Vol. 30, (Winter, 1965) pp. 74-82, Donald 
W. Beard, "The Structure o f Organizational Environments: A Factor Analytic 
Approach," Organization and Administrative Sciences. Vol. 8, No. 4 (Winter, 
1977/1978), pp. 85-102, and John Child, "Organizational Structure, Environment 




manner." In organizational studies, technology has been viewed in both 
operational and material aspects. While operation technology refers to the 
equipping and sequencing o f  activ ities in an organization's work-flow, the 
m aterial technology concerns the physical and informational materials used.
When referred to  marketing, technology consists o f the modes and the  
procedures by which marketing inputs are used to  create customer utility and to  
create a sale.^^ Technology has com e to  be considered increasingly important 
as a determ inant of organizational structure and functioning o f  a marketing 
system .
In an environment where technological advancement is often relatively  
backward, there w ill be litt le  opportunity or incentive to develop large-scale
operation; m arketing  o rgan izations are  likely to  be charac te rized  by sm all
25firm s. On th e  o ther hand, im proved com m unications and tra iisportation  w ill 
facilita te  a sh ift toward broader geographic patterns o f distribution and 
variation betw een local markets may decline. In other words, market 
coverage or "closing o f  distance" by the wholesaler is bound to increase as 
communication and physical distribution techniques advance. Secondly,
22 Charles Perrow, "Hospitals; Technology, Structure, and Goals," in J. G. 
March, ed. Handbook o f Organizations, (Chicago: Rand McNally, 1965), pp.
910-971.
^^toid.
24 Michael Etgar, "Channel Environment and Channel Leadership," Journal 
of Marketing R esearch, VoL XIV (February, 1977) pp. 69-76.
25 Reed Moyer, "The Structure o f Markets in Developing Economies," MSU 
Business Topics, (Autumn) 1964.
26 Susan P. Douglas, "Patterns and Parallels o f Marketing Structures in 
Several Countries," MSU Business Topics, p. 39.
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firms with advanced technology tend to have relatively large management 
groups, and organizational personnels.
A portion o f  this study focused on the material technology aspect of 
marketing; more specifically , the extent of its availability, the level o f 
development, and the rate o f usage o f communication and physical transfer 
facilities, (see Table 6)
These variables have been used in previous studies to  investigate the 
relationships betw een marketing structures and their environment.^® Based on 
this discussion, it  was hypothesized that:
There exists no relationship between the development in technology, and 
such wholesalers' organizational structures as;
H. : Size
i
Hg: A ssortm ent S tructu re
Hg: Market Coverage 
Socio-Cultural
According to Udy, every organization is located in som e society , and 
therefore, subject to  its social-cultural influence. In this sense, one thinks of 
any organization as existing within a social setting. While culture has been 
referred to  as "the body o f  ideas and structures that a society has developed in 
order to cope with its environment and provide for the orderly regulation of
27 John Woodward, Industrial Organization: Theory and Practice, (Fair
Lawn, NJ.; Oxford University Press, 1965), p. 51.
28Susan P. Douglas, "Patterns and Parallels o f  Marketing Structures in 
Several Countries," p. 39, and George Wadinambiaratchi, "Channels o f Distribu­
tion in Developing Economics," pp. 74-82.
29 Stanley H. Udy Jr., "The Comparative Analysis o f  Organization," in 
James G. March ed.. Handbook o f Organizations, (Chicago: Rand McNally,
1965), pp. 678-709.
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behavior," socia l organization represents "the forms and nature of social
grouping, formed to m eet the objectives o f social and personal values.
It has been suggested that such basic cultural factors as law, values,
customs, and mores, influence the structure o f any organization existing within 
31it. According to Walters and Bergiel, literacy level, consumer expectation o f  
product quality and services, and government regulations, have been noted to  
exert indirect influence on channels o f distribution by their direct influence on 
their structure, pricing, promotion, and the like.^^ Governmental regulations in 
some countries lim it the breadth of line which can be carried by middlemen, 
thereby stifling progress in the distributive trades, discourage more advanced 
merchandising techniques, and allowing premium to inefficient practices. 
Adopting some o f these aspects o f socio-cultural variables: the existence o f  
government regulations, the level of enforcem ent of these regulations, and the 
level of consumer expectation of various services; it  was hypothesized that:
There exists no relationship between the socio-cultural environment, and 




30 Vern Terpstra, The Cultural Environment of International Business,
(Cincinnati: South-Western Publishing Co., 1978), p. 96.
31 Robert Bartels, Marketing Theory and Metatheory, (Homewood, IL.: 
Richard D. Irwin, Inc., 1970), p. 221.
32
Charles G. Walters and Blaise J. Bergiel, Marketing Channels, p. 61.
^^Philip R. Catero and John M. Hess, International Marketing, (Homewood,
IL.: Richard D. Irwin, Inc., 1971), p. 154.
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Economie
Over the last several years, the economic environment has been the most 
visible environmental force a ffecting  managers in aU types o f  business and non­
business organizations. Those responsible for channel management are faced  
with the task o f understanding the implication o f  economic changes on the  
marketing channel, and adapting channel strategy so as to operate successfully  
in spite o f  them.^^
Economic system  or environment has been referred to primarily as the
level o f economic activ ity  o f  a country. According to Fayerweather, as a
nation develops, its capacity to produce develops pressures, typically in the
distributive structure. As a result, stages o f growth in the marketing process
evolve to m eet the needs o f  the expanding economy.^® In a low income
economy, m arked by low consum er demand, and li t t le  flexibility in choices, a
marketing system  exists to accomplish this exchange, but the volume is small,
37and the variety o f goods involved is limited. On the other hand, as the 
standard of living rises and the economy grows more complex, it is reasonable 
to  expect that there w ill be continuing opportunities o f market organizations to  
be more specialized, and more effic ien t.
Meager capital resources place an obvious lim it on the variety of 
merchandise which a middleman can carry in inventory. Under such conditions.
^^Bert Rosenbloom, Marketing Channels; A Management View, (Hinsdale, 
IL; The Dry den Press, 1978) p. 142.
35 Philip R. Catero and John M. Hess, International Marketing, p. 115.
^®John Fayerweather, International Marketing, (Englewood Cliffs, N.J.: 
Prentiee-Hall, 1970), p. 215.
'̂ Îbid.
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the choice betw een specialty and general-line wholesaling is largely a financial 
decision. An equally important decision factor is whether there is enough 
demand for a given class o f goods or enough custom ers of a given type in an 
area to  support a specialty business? Operationalizing the economic environ­
ment as lev e l o f  demand, amount of capital resources, and availability of 
inventory, (see Table 6) it was hypothesized that:
There exists no relationship between the econom ic environment, and such 
wholesalers' organizational structure as:
H. :̂ Size
Hg: Assortment Structure 
Hg: Market Coverage 
To examine the second research question which related to the differences 
and sim iliarities between the wholesaler organizational stru c tu re , it  was 
hypothesized th a t:
H^g: There exist no differences in the organizational structure of 
wholesalers in Nigeria and the United States.
Delim itations
This study was limited in scope to the analysis o f  distribution channels of 
household appliances in Nigeria and the United States. It did not attem pt to  
analyze the channels o f distribution for other consumer goods. The analysis was 
further lim ited to focusing only on the relationships between three 
environmental variables; technology, social-cultural, and economic, and three 
organizational structural variables; size , assortm ent structure, and market 
coverage o f wholesalers in the distribution channel for air conditioners and 
refrigerators. These two products were chosen because o f their durability and
21
value, and because o f their importance in Nigeria due to clim atic conditions. It 
was also noted that these products were handled by single wholesalers both in 
Nigeria and the United States. The study was concerned with the organiza­
tional structures at the point in tim e of the research, and how they reflected  
these environmental factors at the time.
Limitations
The research methodology employed in this study required certain  
procedures and techniques be followed and applied. As som e secondary 
information, and data were obtained from mail survey, the study was therefore 
subject to the lim itations associated with mail survey. Inadequacy o f published
information and the lim ited statistics about marketing in Nigeria, particularly, 
in the area of d istribution  channels, also im posed a lim itation  on the study.
Time and financial restraints becam e crucial factors in carrying out this 
study, as no outside financial assistance was available for use.
Organization o f  the Study
This study w ill be organized into five chapters. Chapter one w ill introduce 
the research problem for the study. In addition, the purpose o f the research  
will be discussed, a conceptual model of the research questions developed, and 
the lim itations and delim itation o f  the study outlined. Chapter tw o wiU provide 
a review o f  related literature, while chapter three outlines the research design 
for the study. Chapter four will contain a presentation of the research findings, 
and chapter five wiU include a summary o f the findings, conclusions, and 
recom mandations.
CHAPTER n  
REVIEW OF THE LITERATURE 
Introduction
Channels o f distribution, as aU social system s, are often  a reflection  
of the particular environment in which they are found. In order to 
study the nature o f this relationship within the wholesale 
organizations, it is necessary to review  the various conceptual 
approaches for looking into the channel, and literature on the 
relationship between organizational structures and their 
environment in both the behavioral science and channles of 
distribution literature. This chapter v/ill undertake this review, and 
identify some areas in apparent need for further research.
Alternative Approaches to Channel Research 
The existence o f various "schools o f thought" in the channel system was 
evidenced by the numerous definitions o f  channeL These ideologies have 
provided various conceptual approaches for looking into the channel from a 
research standpoint. A few o f these approaches are examined in the following 
pages.
Functional Approach to Channel Research
The "marketing functions approach" is based on an analysis of the task 
accomplished in, and by, the channel o f distribution. This approach has long 
been recognized and utilized by many econom ic and marketing scholars in their 
various attem pts to conceptualize distribution channel structure.
John Gattorna, "Channels o f Distribution Conceptualizations: A State- 
of-the-A rt Review" European Journal of Marketing, Vol. 12 (1978), p. 485.
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Central to  the functional approach is the drive for economic efficiency.^®  
It attem pts to answer the tw o fundamental questions: (1) what is the most 
effic ien t functional mix in a given situation, and (2) how wUl this functional mix 
a ffec t and influence channel structural arrangements?
One o f the earliest contributors to this approach was Weld, who
enumerated the functional mixes o f  the middlemen as: assembling, storing, risk
bearing, financing, rearranging, selling and transportation.^® Viewing
marketing as an "activity involved in fulfilling certain tasks, rather than as any
set list o f activ ities or functions themselves," Breyer classified the functional
marketing tasks as "contractual, negotiatory, storage, measurement, quality
determination, packing, transportation, payment, financial and risk bearing."^®
Through his concept of "functional spin-off," Malien sought the evaluation
of th e  apparen t drive for effic iency  and its  an tic ipated  e ffe c ts  on th e  num ber
of channel levels, the number o f channels to  be used, the types of middlemen
involved, and the number of middlemen that would develop at each le v e l He
suggested that "it is econom ically beneficial to spin-off to marketing specialists
those distributive functions which have a decreasing cost curve as volume
41increases when the firm has a relatively sm all volume."
The contributions o f  Alderson to the functional approach have been  
significant. His conviction that this approach had a universal quality was
39 L.D.H. Weld, "Marketing Functions and Mercantile Organization" 
American Economic R eview , Vol. 7 (June, 1917), pp. 306-318.
40 Ralph F. Breyer, "Some Observations on Structural Formation and the 
Growth o f Marketing Channels" in R. Cox, W. Alderson, and S. J. Shapiro (eds). 
Theory inMarketing, 2nd Series, (Homewood, IL.: Richard D. Irwin Inc., 1964), 
pp. 163-175.
■^Bruce E. MaUen, "Functional Spin-off: A Key to Anticipating Change In 
Distribution Structure" Journal o f Marketing, Vol. 37 (July, 1973), pp. 18-25.
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evidenced in his writing that "the concept can be applied to aU types of 
commodities and all types of firms which participate in marketing. 
According to him, the approach commenced with the study of an organized 
behavioral system  constituting "a group taken in conjunction with the environ­
ment in which it moves and has its being." The functions of the channel have 
also been described in term s o f  transvection, which, in a sense, is the outcome 
of a series o f  transactions. A transvection not only includes the com plete 
sequence o f  exchanges, but also involves various sorting and transformations 
which take place along the way. Transactions involve a transfer in ownership of 
use privileges covering not only sales, but a ll forms o f short-term rent and lease  
agreements.^^
Beckman, Davidson, and Talarzyk viewed the channel as a provider of the 
m arketing-based u tilitie s  of tim e, place and p o s s e s s io n ,w h i le  Lewis and 
Erickson classified the channel functions as: (1) demand generating, which
includes advertising, personal selling, and sales promotion, (2) demand servicing, 
including warehousing, inventory management, transportation, and order pro­
cessing or handling.'^^
^^Wroe Alderson, Marketing Behaviour and Executive Action. (Homewood,
IL.: Richard D. Irwin, Inc., 1957), p. 23,
^^Wroe Alderson and Miles W. Martin, "Toward a Formal Theory of 
Transaction and Transvections" Journal of Marketing Research, Vol. 2 (May. 
1965), pp. 117-127.
44 Theodore N. Beckman, William R. Davidson, and Wayne W. Talarzyk. 
Marketing, 9th Ed., (New York: Ronald Press, 1973), p. 8.
^^Riehard J. Lewis and Leo G. Erickson, "Marketing Functions and 
Marketing Systems: A Synthesis," Journal of Marketing, (July, 1969), p. 12.
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In conclusion, the functional approach to channel research has contributed 
to the understanding o f  the tasks accomplished by the channel system as an 
entity. Most of the ideas generated by that approach was useful in this study.
Institutional Approach to Channel Research
Until recently, most definitions of the channel o f  distribution have heavily
emphasized the institutional aspect. This aspect has been to describe the
channel in term s o f  the intermediaries comprising it. The institutional
approach does not reveal anything about the evolution o f the channeL'*® Rather,
the studies have concentrated mostly on describing the structure and the
com petitive environment.
According to Gattorna, the "depot theory" form ulated in 1945, by Aspinall,
was perhaps th e  firs t genuine a tte m p t to ero la in  the  organizational s tru c tu re  of
the wholesaling institution, focusing on the performance of all direct and
supporting storage, handling, and transportation activ ities performed by
middlemen on an actual cost o f service basis.
A wide variety o f views are available in the literature on the issue of
what should be included in the institutional description of the channel. Some
traditionalists excluded the producers and consumers, viewing it as a loose
48coalition o f  member firms or intermediaries. Other views have centered on
*®John Gattorna, "Channels of Distribution Conceptualizations: A S ta te-  
of-the-A rt Review", p. 482.
*^lbid.
48 See R. S. Vaile, E. T. Grether and R. Cox. Marketing in American 
Economy (New York: Ronald Press, 1952), pp. 113-121, and J. A. Howard,
Marketing Management: Analysis and Decision (Homewood, IL.: Richard D.
Irwin Inc., 1975), p. 179.
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the actual length of the channel, while Goble and Shaw included the producer in 
their descriptions, but not the consumer.
Another major area o f  contention has been the issue o f whether or not 
facilitating agencies including financial institutions, common carriers, public 
warehouses, advertising agencies, and many others who do not generally take  
tit le , should be included in institutional description. While som e authors, through 
their definition o f  the channel have excluded these agencies, due to  their non­
possession o f  t it le  and specialized role,^^ others have taken opposing views due 
to the important functions performed by these agencies in the channel system.^^
System Approach to Channel Research
The emergence of the system  approach in studying marketing phenomena in
th e  la s t th ree  decades can be a ttr ib u ted  to  C lark 's assertion  of the  in tra-and
in ter-functional and s tru c tu ra l in terdependencies existing in organizations. "
One such phenomenon was that o f marketing or distribution channels.
A system  has been defined as an "organized or complex whole: an
assemblage or combination o f things or parts forming a complex or unitary 
53whole." Extending this definition to the channel, Breyer noted that in the
49 R. L. Goble and R. T. Shaw, Controversy and Dialogue in Marketing. 
(Englewood C liffs, N.J.: Prentice-H all Inc., 1975), p. 283.
^^See A. W. Frey, Marketing Handbook (New York: The Ronald Press Co., 
1965) and Theodore N. Beckman and W. R. Davidson, Marketing, (New York: 
The Ronald Press Co., 1967), p. 230.
^^Bert McCammon Jr. and R. W. L ittle "Marketing Channels: Analytical 
Systems and Approaches" in 0 .  Schwartz (ed) Science in Marketing (New York: 
John Wiley & Sons, Inc., 1965), pp. 321-385.
^^Fred Clark, Principles of Marketing (New York: MacmiUan, 1922), p. 16. 
53 Fremont E. Kast and James E. Rosenzweig, Organization and 
Management: A Systems Approach (New York: McGraw-HiU, 1970), p. 110.
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specific case o f  distribution channels, because they are composed of both
human beings and machines, it  can be referred to as "man-machine" systems.^^
Using this approach, the marketing channel has been described in various
terms, including behavioral and ecological. Viewing the channel as an organized
behavior, according to  McCammon and Little, has some distinct advantages,
among which are: (1) it recognizes that a channel is a purposive and rational
assemblage o f firms rather than a random collection o f  enterprises, (2)
emphasizes the existence o f cooperative, as w ell as antagonistic, behavior
within the channel, and (3) reflects the hopes, goals, and aspirations o f  its 
55participants.
The ecological approach focuses cm position and survival within a complex 
channel system and adaptation to environmental forces. This view of the 
organization as being totally im m ersed in the environm ent, p ro jec ts the  concept 
th a t the objectives and th e  perfo rm ance o f th e  m arketing channel a re  cen te red  
between the firm and the environment. The role of any channel strategy under 
this approach is to assess performance from the viewpoint o f  survival, growth, 
profitability and customer satisfaction, with a continuous adaptation to 
environmental forces.®®
The Study of the Channel as an Organizational System
in studying an organization from a system s viewpoint, certain critical 
research areas dealing with the basic dimensions o f such system s, present
54John Gattorna, "Channels o f Distribution Conceptualizations: A State- 
of-the-A rt Review", p. 494.
55
Bert C. McCammon Jr., and R. W. Little, "Marketing Channels: 
Analytical Systems and Approaches", pp. 321-385.
®® Ronald Mich man. Marketing Channels, pp. 4-6.
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them selves. There are indications that theorists are not in total harmony 
regarding which o f these areas are more important for study. Further, the fact 
that different theorists use different terminology to  refer to virtually the same 
concept has com plicated the issue.
According to Heydebrand, one way o f  approaching the study o f an 
organization from a system s viewpoint was to emphasize the relation between  
organization and the larger context, starting out with a focus on environmental 
complexity, autonomy, and change, concluding with studies o f  the internal 
structure o f the organization. He distinguished several clusters of variables as 
the basic dimensions o f  organizational analysis. Some o f  these clusters include;
1. The nature and com plexity o f the organizational environment and the 
problem o f organizational autonomy.
2. The o rganizational goal and task  s tru c tu re . This includes the  number 
and d iversity  of major objectives, geographical dispersion, the 
variab ility  of task , and organizational size  as vveU as the dimensions 
of effectiven ess and change.
3. The internal structural differentiation of organizations, that is, 
internal division of labor, technological complexity, and skill 
structure.
574. The dimensions of organizational coordination and control.
Katz and Kahn, having the notion that the primary problem in under­
standing an organization was its location and identification, suggested solving 
the problem by seeking answers to a series o f questions:
1. How do we know that we are dealing with an organization?
2. What are its boundaries?
3. What behavior belongs to the organization, and what behavior lies 
outside it?
57 Wolf, V. Heydedrand, Comparative Organizations: The Result of
Empirical Research, (Englewood Cliffs, N.J.: Prentice-HaU, Inc., 19731.
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4. Who are the individuals whose actions are ^  be studied and what 
segm ents of their behavior are to be included.
They proposed seeking answers to  those questions as an approach to  
studying the organization. Alternatively, Blau suggested that the aim of 
organizational analysis from a system s viewpoint, was to explain the inter­
relationship o f the elem ents that characterized various kinds o f organizations. 
To do that, "the interdependence between different attributes o f organizations
must be established—their size, complexity, specialization, authority structure,
59professionalization, bureaucratization, and so forth."
Kast and Rosenzweig on the other hand, proposed viewing the organization 
as an open-system in interaction with its environment, and suggested studying it 
from the system s viewpoint, with four primary components:
1. Goals and values, which are based on its conform ity to  social requ ire­
m ents.
2. Technical Subsystem, which refers to the knowledge required for the 
performance of task, including the techniques used in the transforma­
tion of inputs into outputs.
3. Psychosocial Subsystem, which is composed of individuals and groups 
in interactions.
4. Structural Subsystem, involving the ways in which the tasks of the 
organization are divided (differentiation) and coordinated
(integration).
5. Managerial Subsystems, spans the entire organization by relating the 
organization to its environment, setting the goals, developing 
comprehensive strategic and operatior^  plans, designing the 
structure, and establishing control process.
Daniel Katz and Robert L. Kahn, The Social Psychology of 
Organizations, (New York: John Wiley & Sons, Inc., 1966), p. 14.
59
Peter M. Blau, "The Comparative Study of Organizations" pp. 323-338.
^^Fremont E. Kast and James E. Rosenzweig, Organization and 
Management: A Systems Approach, p. 111.
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Summarizing the approaches to studying or analyzing organizational 
system s suggested by Heydebrand, Blau, Kast and Rosenzweig, and Katz and 
Kahn, som e o f the im pwtant or critical areas include:
1. Studying the relationships betw een the system , its subsystems, and 
the larger system  in which it belongs.
2. Studying the mechanisms which the system  adapts to changes in its 
internal and external environment.
3. Analyzing the organizational goals and structures.
In as much as this list was by no means exhaustive (its broadness in the 
dimension o f any organization is apparent) in studying the wholesaler as an 
organizational system , it  becam e necessary to focus on two areas which seem ed  
to have significant managerial and theoretical implications: analyzing the
organizational s tru c tu res ; and the relationship  betw een  the  system , the sub­
system s, and th e  supersystem . The decision to  focus on those areas was made 
based on some major assumptions. First organizational theorists have 
emphasized that organizations must continuously adapt to their environment if 
they are to  remain viable. Acording to  Sadler and Barry, "an organization 
cannot evolve or develop in ways which merely reflect the goals, m otives,— it  
must always bow to the constraints imposed on it  by the nature of its  
relationship with the environment."®^ D ifferent environmental conditions and 
relationships with outside parties will, it was argued, require different types o f  
organizational structural accommodation for a high level o f performance to be 
achieved.®^ With that knowledge, a study of wholesale organizations and their
J. Sadler and B. A . Barry, Organizational Development (London: 
Longmans, 1970) p. 58.
62 John Child, "Organizational Structure, Environment and Performance: 
The Role of Strategic Choice," p. 3.
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interaction with the internal and external environment would serve the best 
interest o f channel members and society-at-large.
Second, it has been noted that one of the most important factors in the 
performance o f  complex organizations was their structure.®^ An organizational 
structure has been defined as "the formal allocation of work roles and the 
administrative mechanisms that control and integrate work activ ities, including 
those which cross form al organizational boundaries."®^ Incorporating some 
elem ents in that definition, organizational researchers like Lawrence and 
Lorsch, Bums and Stalker, as well as Negandhi and Reiman have shown the 
importance to an organization's effectiveness in choosing a structural design 
appropriate for its situation.®®
The term "structure," when applied to an industry or trade, connotes 
composition, size, organization, and spa tia l pattern.®® Conform ing to  that 
notion of structure, the wholesale trade has been treated in terms of types of 
establishments, their organizational characteristics, the kinds of market in 
which they operate, the nature of their geographical distribution and the extent
®®Rensis Likert, The Human Organization: Its Management and Value,
(New York: McGraw-Hill, 1967).
64John Child, "Organizational Structure, Environment and Performance: 
The Role of Strategic Choice," p. 2.
®®See P. R. Lawrence, and J. W. Lorsch, Organization and Environment 
(Homewood, IL.: Irwin-Dorsey, 1969), Tom Burns, and G. M. Stalker, The
Management o f  Innovation, (London: Tavistock Publications, 1961) and An ant 
R. Negandhi and Bernard C. Reimann, "A contingency theory of organization 
re-examined in the context o f a developing country," Academy of Management 
Journal, Vol. 15 (1972), pp. 137-146.
®®Richard M. HiU, Wholesaling Management: Text and Cases (Homewood, 
IL.: Richard D. Irwin, 1963), p. 53.
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of their market coverage.®'^ Many researchers of channels o f distribution have 
used some o f those elem ents as variables in analyzing the wholesale 
structure. Others have suggested that since the heterogeneity o f supply and 
demand constituted obstacles to effic ien t exchange, such problems as physical 
movement, matching assortments, and stimulation becam e part of the inherent 
structure for designing the channel system.®^ The research at hand utilized  
some o f those structural elements to investigate the interaction betw een the 
structure o f wholesale organizations in tw o different settings, and their 
environment. To do that, it was necessary to describe and specify the various 
types of wholesale organizations.
The Wholesale Organization as a Channel Intermediary
According to Revzan, the field of wholesaling rep resen ts  by fa r the most
7 0significant segm ent o f m arketing based on severa l points of view. This
concept would be true whether the wholesaling is viewed in terms o f  aggregate
volume o f business, kind o f business range or array, levels o f operation,
structural composition, partial or total functional shiflability, or overall 
71complexity o f the subject.
'̂^Ibid., p. 24.
^^See Robert Bartels, Comparative Marketing: Wholesaling in F ifteen
Countries, (Homewood, IL.: Richard D. Irwin, IncT, 1963), Raph Cassady Jr. 
and Wylie L. Jones, "The Los Angeles Wholesale Grocery Structure: 1920-1946: 
A Case Study", Journal o f Marketing, VoL XIV (September, 1949), p. 169, and 
Louis W. Stern and AdeU I. El-Ansary, Marketing Channels, p. 101.
39 Ronald Michman, Marketing Channels, p. 6.
70 David A. Revzan, Wholesaling in Marketing Organization, (New York: 
John Wiley & Sons, Inc., 1951), p. 1.
71Theodore N. Beckman, "Changes in Wholesaling Structure and 
Performance" in Peter D. Bennet (ed). Marketing and Economic Development. 
(Chicago: American Marketing Association, 1965).
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Wholesaling or wholesale transactions have been defined as "one in which
the purchaser does not buy for his own private or personal use or that o f his
fam ily, but is actuated by a profit or business motive in making the 
72purchase." Following a similar trend o f  thought, but rather lim ited view, 
Walters and Bergiel referred to wholesaling as aU sa les by merchant institutions 
in a channel o f  distribution except to  final household consumers.^^ This 
definition, in contrast to the one given earlier, lim its wholesaling to the 
merchant institution. Nevertheless, both excluded the household consumers. 
Taking a more detailed approach, Boone and Johnson defined wholesaling as 
"the activ ities o f  persons or firms selling to retailers and other wholesalers or 
to industrial users but who do not seU in significant amounts to ultim ate 
consumers."'^ ' This definition, as opposed to the two given earlier, included the 
sailing to the fina l consum ers w ithin the scope o f w holesale transaction .
A wholesaler has been defined structurally, as a particular type of 
institution that performs the wholesaling functions. According to the American 
Marketing A ssociation, "a wholesaler is a business unit which buys and resells 
merchandise to retailers and other merchants and/or to industrial institutions
and com m ercial users but who does not seU in significant amounts to ultim ate 
75consumers." For the purpose o f this study, this view  of the wholesaler was 
taken, as it included selling to the ultim ate consumers in its scope.
72Theodore N. Beckman, Nathanel H. Engle, and Robert D. BuzzeU, 
Wholesaling, 3rd ed. (New York: The Ronald Press Co., 1959), p. 26.
73 Charles G. Walters and Blaise J. Bergiel, Marketing Channels, p. 107.
74
Louis E. Boone and James C. Johnson, Marketing Channels, 2nd ed, 
(Tulsa, OK: Petroleum Publishing Co., 1977), p. 81.
75 A Glossary o f Marketing Terms, C om m ittee on Definition o f the 
American Marketing Association, pp. 9-23.
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The reason underlying this decision was its broadness to encompass the various 
types o f  wholesale organizations to be focused on in this study.
C lassifications o f the Wholesale Trade 
The wholesale establishm ent has been classified  in various ways, 
depending on the conceptualization of this institution. Two o f these classifica­
tions, which have been said to  be the most important methods o f classifying the 
wholesalers,'^® are reviewed in the following sections.
Wholesaler Classified by Type o f Operation
Wholesalers have been classified by the U. S. Bureau o f the Census into 
five broad categories by type of operation: merchant wholesalers,
manufacturers' sales branches, merchandise agents and brokers, petroleum bulk 
s ta tions, and assem blers. A ccording to Bucklin, th e  bases for these five
categories are  diverse, being partly  product distinction, function orien tation , 
77political, and p ragm atic .
Merchant Wholesaler: The merchant wholesalers are primarily engaged in 
buying and selling in the dom estic market. More specifically, they buy and se ll 
merchandise on their own account, taking title to the goods they buy; se ll 
principally to retailers or to industrial, commercial, or professional users; 
usually carry stocks; assem ble in large lots and generally redistribute in sm all 
quantities, usually through salespersons; extend credit to customers; make 
deliveries; service merchandise sold; and provide advice to  the trade.
76
Charles G. Walters and Blaise J. Bergiel, Marketing Channels, p. 110.
77 Louis P. Bucklin, Competition and Evolution in the Distributive Trades, 
(Englewood Cliffs, N .J.: Prentice-H all, Inc., 1972), p. 204.
^®Richard S. Lopata, "Faster Pace in Wholesaling," Harvard Business 
Review, Vol. 47 (July-August, 1969), pp. 130-143.
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Manufacturers' Sales Branches and O ffices: These are separate, but integrated  
businesses operated by large manufacturers for the sale o f their products and 
services a t wholesale. They are usually located away from the manufacturing 
facility  and may either maintain inventories closer to  their customers or 
operate as sales o ffices without inventories.
Merchandise agents and brokers; In this category are wholesalers that are 
regarded as functional middlemen due to the fact that they do not perform the 
com plete range of functions carried out by merchant wholesalers. Merchandise 
agents are strictly  bound by the principal for the territory, prices, terms, and 
conditions for sale. They normally negotiate sales for several principals, but 
have jurisdiction over only a part of the manufacturers' to ta l output.
Petroleum Bulk Stations: These groups have a unique product line and highly 
d istinctive m ethod of s to rage . They handle a  wide range o f liquid petroleum  
products in bulk. Their classification  within the wholesale establishment stem s 
from the importance o f petroleum product to the economy.
Assemblers: The assemblers are merchants or agents engaged chiefly in the 
gathering o f farm crops. Their distinction from other wholesalers that handle 
farm products is based solely on the stage of distribution; assemblers are 
concerned with the stages o f concentration. They purchase relatively smaU 
quantities from numerous producers and concentrate large quantities for 
economical shipments to  major market centers.
p. 205.
79 Charles G. Walters and Blaise J. Bergiel, Marketing Channels, p. 111. 
^°Ibid., p. 112.
^^Louis P. Bucklin, Competition and Evolution in the Distributive Trades,
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^Vholesaler Classified by Functions Performed
The wholesaler has been classified by method of functions in two classes: 
fu ll-service wholesalers; and lim ited-function wholesalers.
Full-Service Wholesalers: These are "traditional" wholesalers who perform aU 
or most o f  the marketing functions normally associated with wholesaling. 
These functions include buying, selling, tran^orting, storing, dividing, pricing 
and risk taking. Included also are such services as granting of credit, delivery, 
accounting and inventory advice, and som etim es financial aid. The full-service 
wholesalers participate directly in all or most o f the flows of marketing, and 
carry a relatively com plete inventory o f products.
Limited-Function Wholesaler: These are wholesalers who do not perform all o f  
the marketing functions, either by eliminating them entirely or passing them on 
to som eone else. Some lim ited-function  w holesalers p a rtic ip a te  in all o f the  
marketing flows, but their degree o f participation in any one flow may be 
considerably less than that of a full-service wholesaler. Some of these lim ited- 
function wholesalers and their lim itations are illustrated by the following 
examples: (a) Mail order wholesaler -  No salespeople, central handling of 
products; (b) Cash and Carry wholesaler -  No credit and delivery, restricted  
number o f goods; (c) Drop Shipper -  No storage, telephone operation, low  
overhead; (d) Rack Jobber -Service specialist, services own racks in retail store; 
and (e) Wagon Jobber -Specializes in speedy handling o f perishable goods.
^^Louis W. Stern and AdeU I. El-Ansary, Marketing Channels, p. 132.
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Studies on Organizations -  Environment Relationship
A survey o f published books, monographs, as w ell as articles on the 
organization o f firms revealed that the traditional approach of treating 
organizational structure has been prescriptive, often  with the im plicit if not 
explicit notion that effectiven ess is enhanced by organizing in some specific  
ways.®® However, in the past few  years there has been a growth in the 
perception o f organizational structure as something with a form dependent 
upon such forces as the organization's environment.®'* These publications have 
examined the influence o f the environment on firms' organizational structure by 
looking a t such topics as organizational design, organizational effectiveness, 
organizational interactions, and others.
?/iueh of the lite ra tu re  has been concerned with the aggregate organiza­
tional level, as opposed to divisional or departmental-approaeh, and few have 
taken a comparative view . In this research, the existing literature on the 
influence o f environmental variables on firms' organizational structure w ill be 
examined with the purpose of developing a better understanding of the 
procedures and criteria necessary in determining such influences. The
See Max Weber, The Theory o f Social Economic Organization (New York: 
Free Press, 1964), Rensis Likert, New Patterns o f Management (London; Sir 
Issac Pitman, 1949) and Lawrence B. Mohr, "Organizational Technology and 
Organizational Structure", Administrative Science Quarterly, Vol. 16, No. 4, 
(December, 1971) p. 444.
84See F. E. Emery and E. L. Trist, "The Casual Texture o f Organization 
Environment", Human R elations, Vol. 18 (1965), pp. 21.-31, James D. Thompson, 
Organization in Action (New York: McGraw-Hill Book Company, 1967), Wilson 
R. Dill, "Environment as an Influence on Managerial Autonomy", Administrative 
Science Quarterly, Vol H (1958) pp. 409-443 and John Woodward, Industrial 
Organization: Theory and Practice (London: Oxford University Press, 1965).
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Q C  Q g  O '?
research by acdemicians such as Douglas , Douglas and Wind , Dubick ,
Wadinambiaratchi®® and others are examples o f studies that have examined the
organization-environment relationship in various settings.
Few studies have examined the relationship between the organization of
firms and the environment in which they exist using a comparative view; that
is, few researchers have compared the organizational structures o f firms in
different countries in their attem pt to test specific hypotheses about the
relationship betw een environmental factors and marketing practices. The study
89by Douglas was one such example. As stated by the author, the research was 
designed to:
1. determine how far, and in what ways the level o f  environmental 
development a ffec t marketing systems.
2. examine the extent o f  sim ilarity of marketing structures in countries 
at sim iliar levels of development, and
3. identify some process o f market development comparable to  that of 
economic development.
In Douglas' study, the marketing system  of five countries (Japan, Chile,
Italy, Ceylon, and Greece), were examined through direct interviews with
representatives o f three categories o f firms: manufactures, wholesalers, and
^^Merrill E. Douglas, "Organizational Environment Interaction Patterns 
and Firm Performance’ Management International Review, Vol. 16, No. 1, 
(1976) pp. 79-87.
Susan P. Douglas and Yoram Wind, "Environmental Factors and 
Marketing Practices" pp. 155-165.
Michael A. DuBick, "The Organizational Structure of Newspapers in 
Relation to their Metropolitian Environments" Administrative Science 
Quarterly, Vol. 23 (September, 1978), pp. 418-433.
®®George Widinambiaratchi, "Channels of Distribution in Developing 
Economies", pp. 41-49.
89Susan P. Douglas, "Patterns and Parallels o f Marketing Structures in 
Several Countries", pp. 38-48.
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retailers. The criteria which Douglas used to compare the marketing system  in 
these countries included number o f  employees, sales volume, managerial 
attitudes, channel structure and channel relationships. These five countries 
were s^ m en ted  into various levels, based on the stages o f their economic, 
demographic, social, and cultural development.
The author found few significant differences betw een these five countries 
with respect to managerial attitudes, size  and organization of the firms. 
Except in certain req>ects in Japan and Ceylon, the level o f development o f the 
marketing environment did not appear to be an important determinant o f the  
organizational or attitudinal characteristics o f firms, or of channel structure 
and relationship.
90Analogous to the work by Douglas was a study by Douglas and Wind in 
1973, en titled  ''Environm ental F ac to rs and ?»Iarketing P ractices". In th a t study, 
a sample o f manufacturers, wholesalers, and retailers was drawn from five 
countries (the same countries used by Douglas in her earlier study) to examine 
the relationship between marketing strategies and environmental conditions. 
Using similar environmental variables as in the 1971 study, and focusing on such 
marketing strategies as product, communication, transactional and financing 
activities, Douglas and Wind examined the following research questions:
1. To what extent are specific  environmental conditions such as the 
level of economic developm ent and cultural patterns associated with 
certain marketing practices?
2. How simili ar are marketing practices of firms within a given environ­
ment and is there a typical pattern of marketing practices within a 
country?
Susan P. Douglas and Ycrman Wind, "Environmental Factors and 
Marketing", pp. 155-165.
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3. To what extent can d ifferences in marketing practices in a given 
environment be explained in terms of specific firm characteristics 
such as size, or managerial attitudes?
The data for this study was collected  through personal interviews and
standard questionnaires from firms in each of the five countries. Using a
simple cross classification  technique, the authors found no direct relationship
betw een environmental factors and marketing practices, a t least in so far as
the specific factors examined were concerned. Firm characteristics such as
size  and managerial attitudes did not help in explaining differences among
firms. However, system atic patterns in product policy; communication,
transactional and financing activ ities were found in Japan and Ceylon. These
91results were consistent with earlier findings by Douglas.
One should be cautious in generalizing the results of those studies due to  
the  fact that th e  techniques employed in collecting and analyzing the data were 
not appropriate for providing the answers to aU the stated research questions. 
First, a major drawback was that the questionnaire used in the data collection  
was not adequately modified to re flec t the local conditions existing in the 
various countries studied. For example, the phasing of the questions was often  
not adapted to local conditions. The potential bias resulting from the 
standardized questionnaire would be a major factor to be considered. Second, a 
review o f the sam ples o f questions used in those studies revealed that they were 
not designed in such a nature so as to  provide the researchers with appropriate 
data to answer the research questions posed. No effort was made to ask the 
respondents if, and how, som e of those marketing practices were influenced by 
their environmental settings. Lastly, no direct measurement was made between
^^Susan P. Douglas, "Patterns and Parallels of Marekting Structures in 
Several Countries", pp. 38-48.
41
the environmental units and the marketing practices in those countries. 
Consequently, the authors were not able to provide adequate answers to their 
first research question concerning the exten t of relationship betw een specific  
environmental conditions, and marketing practices.
Another pertinent study that considered the influence o f environmental 
conditions on marketing organizations was conducted by Wadinambiaratchi . 
From a comparative study o f Japan, Brazil, Venzuela, Puerto Rico, Turkey, 
Egypt, India and tropical Africa, he found that:
1. The more developed countries have more levels of distribution, more 
specialty stores, and supermarkets, more department stores, and 
more stores in the rural areas.
2. The influence o f the foreign import agent declines with economic 
development.
3. Manufacturer -  wholesaler -  retailer functions becom e separated with 
econom ic developm ent.
4. vVholesalers function approxim ately  to  those in N orth A m erica with 
increasing econom ic developm ent.
5. Financing functions of wholesalers decline and wholesale mark-up 
increases with increasing development.
6. The number o f small stores decline and the size  o f  the average store 
increases with increasing development.
7. The role o f the peddler and itinerant trader, and the importance of 
the open-garden fair declines with increasing development.
8. R etail margins improve with economic development.^^
Despite these findings, it  should be noted, however, that there existed  
some shortcomings in the study which could have biased its results and 
conclusions. The more important problems were:




1. Since the study did not include any of the highly developed economies 
in Western European and North America, one cannot draw any 
statistica lly  verifiable conclusions about the relationship of 
marketing organizations and the level o f  development in the 
environment.
2. As in the two studies previously reviewed, there was no direct 
measurement o f  envirom ental units and the marketing practices in 
these countries. The results and conclusions reached in the study 
would have been significantly strengthened if the researcher had 
determined the extent of relationship between specific environmental 
variables and the marketing practices.
However, even considering these shortcomings, Wadinambiaratchi's findings 
were particu larly  sign ifican t because it provided substan tia l insights into the 
nature o f  relationship betw een the environment and marketing practices. More 
importantly, it  enhanced the theoretical development and understanding of the 
environment-organization relationship.
The research by DuBick (1978) was one of the few studies which attempted
to actually measure the degree of association betw een specific organizational
94structural variables and se lec ted  environmental factors. He investigated the  
e ffec t o f metropolitan environment on the organizational structure of seventy- 
two (72) news organizations in the United States, and hypothesized that an 
increase in structural d ifferentiation was a function of five se ts of variables:
94 Michael A. DuBick "The Organizational Strucuture o f Newspapers in 
Relation to Their Metropolitan Environment", pp. 418-433.
Table 3
Standard Coefficents (Bets) for the Regression o f  Newsi>apei- Differentiation Measures o f Metropolitian 





Independent (1) Staff (2) Number of (3) Staff (4) Number of
Variables distribution departments distribution departments
Market Concentration -.1 3 5 -.303 -.113 -.2 8 9 *
Social Class .177 .427* .143 .382*
Occupational differentiation .170* .120 .141 .149
Racial differentiation .202* .230* .200* .204*
Leisure services .273* .368* .240* .311*
National dominance .526* .360* .404* .278*
Metropolitan dominance 






.583 .595 .629 .651
*
Unstandardized coeffic ien t ( ) tw ice its standard error, i.e. significant a t .05 level.
Source: Michael A. Dubick "TTie Organizational Structure of Newspapers in Relation to their Metropolitan
Environment" Administrative Science Quarterly, Vol. 23 (September, 1978), p. 427.
Table 3 (Con't)
Standard Coefficents (Bets) for the Regression o f  Newspaper Differentiation Measures o f  Metropolitian 
Environment and Organizational Size, and in Noncompetitive Market Conditions
Noncom petitive Com petitive
Independent (5) Staff (6) Number of (7) Staff (8) Number of
Variables distribution departments distribution departments
Market Concentration
Social Class .067 .246* .362* .408*
Occupational differentiation .160 .043 .215 .303*
Racial differentiation .034 .103 .321 .272*
Leisure services .241* .216 .324* .411*
National dominance .433* .303* .402* .368*
Metropolitan dominance 
O ^an izational s ize  
R ^
.091 .117 .117 .190
.384 .470 .658 .672
*
Unstandardized coeffic ien t ( ) tw ice its standard error, i.e. significant at .05 leveL
Source: Michael A. Dubick "The Organizational Structure of Newspapers in Relation to their Metropolitan
Environment" Administrative Science Quarterly, Vol. 23 (September, 1978), p. 427.
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1. Location in nationally dominant cities
2. Publication in metropolitan -  dominant c it ies , i.e ., metropolitan
comm unities with stronger retail economies.
3. Abundance o f leisure services
4. Population composed largely o f middle and upper middle class, and
5. More racially and occupationally heterogeneous population.
In Dubick's study, tw o measures were used for structural differentiation. 
The first was an index which reflected the division o f  labor in terms o f how 
evenly employees w ere distributed among the occupations in a work 
organization.
Included in the index were such variables as the number o f employees in a 
department, and the mean size  for the departments in the organization. The 
second m easure o f d iffe ren tia tio n  was tiie num ber o f  d is tin c t departm ents in 
the organization. Measures o f environment included the competition, social 
class, heterogeneity o f population, leisure services, and national and 
metropolitan dominance.
A regression m odel was developed using these se ts  o f variables in an
attem pt to  predict the degree of relationship betw een the organizational
structure and the environment. A summary of the author's findings is presented
in Table 3. Significant association was found betw een the organizational
structure and national dominance, volume of leisure services, heterogeneity
or race, social class and metropolitian dominance. Occupational differentiation
did not have a sta tis tica l significant coeffic ien t with the number of depart-
95ments staffed  in a newspaper firm.
Ibid., p. 427.
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This study represented a significant step in the understanding o f  the  
organization-environment interaction through its attem pt to determ ine which 
environm ental variables influence organizational structures of newspaper firms, 
and the magnitude of the influence. However, a  major drawback that might 
lim it the generalization of the findings in that study was that the sample used 
was se lected  from one country, or one environmental setting. The authenticity  
and the generalizability o f the conclusions reached in the study could have been 
enhanced if the organizational structure o f  newspaper firms in another country 
with different stages o f environmental developm ent was also examined.
The study by Litvak and Banting (1968) was designed to  determ ine the  
relationship between channel structure evolution and a country's 
developm ent.^” To the specific factor o f economic development, they added 
the fac to rs  o f po litica l stab ility , m arket opportunity , dom estic cu ltu ra l unity, 
legal barriers, domestic physiographic barriers and geoeultural distance from 
other (supplying) countries.
In that study, much of the empirical data were obtained through personal 
interviews conducted by the authors with manufacturers' agents, merchant 
middlemen, and manufacturers in the United States, Canada, and South Africa, 
and from a questionnaire sent to manufacturers' agents associations. The 
author found that certain environmental factors such as the nature o f  the  
product, concentration o f  customers, intensity o f  competition, resources o f the 
middlemen, market potential, degree of industrialization, and many others, 
influence the distributive arrangements of these firms.
®®Isaiah A. Litvak, and Peter M. Banting, "A Conceptual Framework for 
International Business Arrangements", in R. L. King (ed.) Marketing and the 
New Science of Planning, (Chicago: American Marketing Association, 1968),
pp. 460-467.
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Specific findings generated by this research included item s important to  
the understanding o f the organization-environment relationship:
1. In both dom estic and foreign markets, the marketing middleman is 
more likely to evolve from being a pure agent:
(a) the greater his resources are,
(b) the more complex the product is,
(c) the greater the market potential and regional concentration of
the consumer are, and
(d) the more com petitive the market is.
2. The manufacturers' agent will more likely be utilized to both probe 
the market and participate in international business arrangements:
(a) the greater the degree of political instability that exist in the 
country.
(b) the greater the distance betw een the country and that o f the 
principal in terms o f miles, language, and culture, and
(c) the greater the proliferation o f rules and regulations governing 
foreign investm ent in either the agent's or his principal's 
country.
With reference to these findings, the authors ranked ten countries from
those in which foreign pressure is more likely to  c re a te  changes, to  those in
which it was least likely to create changes: Canada, Great Britian, West
Germany, Japan, Greece, Spain, Brazil, South Africa, India, and Egypt.
In a study entitled "The Influence o f Culture on Channels o f Distribution",
Goldstucker attem pted to  determine the extent o f influences which culture
exerted upon the management o f channels o f distribuion, using a sample o f 80
industrialists and trade association directors in the United Kingdom, Belgium,
98Luxembourg, The Netherlands, and Mexico. As stated by the author, this
research was specifically  designed for a given product or product line:
1. The channel structure as compared to that existing in the United 
States.
^^Ibid.
98Jae L. Goldstucker, "The Influence o f Culture on Channels of 
Distribution", in R. L. King (ed.) Marketing and the New Science of Planning 
(Chicago: American Marketing Association, 1968) pp. 468-473.
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2. The criteria used in selecting  channels of distribution.
3. Cultural characteristics influencing channel management decisions.
4. Some strategies used to adjust to cultural differences.
The author found that culture exerts an indirect influence on the organiza­
tions o f channels o f distribution by its  d irect influence on attitudes concerning 
pricing, promotion and the like.
Douglas studied how a firmfe performance could be related to the environ­
mental interaction using a sample o f  forty-six U.S. subsidiary and Danish firms 
99operating in Denmark. These firms were matched on a paired-comparision 
basis, and the data were generated through interviews with top managers and 
through questionnaires.
In Douglas' study, firm performance was measured in two ways: the change 
in sales over a five year period, and, the change in n e t p ro f it over a five year 
period. The environmental interaction was described in term s of four system  
flows across seven environmental interfaces. The four flows consisted of the 
movement o f  men, material, money, and information. The environmental 
interfaces represented government, customers, suppliers, competitors, labor, 
stockholders, and other institutions.
The author found that while the flows of m aterial and information and the 
interfaces with government, customers, suppliers and com petitors showed 
significant correlations with a change in sales, the flow o f  men and the 
in terfaces with government and labor were significantly correlated with the 
change in net profit. As shown in Table 4, only the interface with
99 Merrül E. Douglas, "Organizational Environment Interaction Patterns 
and Firm Performance", pp. 79-87.
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government reflected  a significant association with both performance 
measures. The negative correlation in the analysis indicated that changes in 
sales and profit tended to  move in the opposite directions as the levels of 
environmental contact increased or decreased. These findings, according to the 
authOT indicated that firms at different perform ance levels seem ed to perceive  
differently what was essential and what was non-essentiaL^®*'
In a further analysis, the researcher attem pted to correlate the environ­
mental variables and firm performance measures as the level of firm perfor­
mance varied, by classifying the firms into three levels o f performance; high, 
medium, and low. Table 5 provides a summary o f the author's findings. 
Negative correlations were found between many of the environmental contact 
variables and firm  perform ance. All sign ifican t correlations for high 
perform ance firm s were negative, and th e  num ber of significant positive 
correlations was high for medium perform ance firms, higher for medium 
performance firms and highest for low perform ance firms.
In tw o previous studies conducted by Douglas^^^ using the sam e number of 
firms based in the two countries used in the study reported earlier, d ifferences 
and som e sim ilarities in the pattern o f firms' organization were found betw een  
the Danish and U.S. firms. Despite the significance of these findings, it  should 
be mentioned however, that there existed som e drawbacks which could have 
biased the conclusions reached in these studies. The most notable shortcoming
See Merrill E. Douglas, "Organizational Environment Interaction  
Patterns and Firm Performance" Management International Revievj, Vol. 15, 
No. 1, (1975), p. 89-97, and Merrill E. Douglas "Identifying Organization and 
Environmental Interaction Patterns; Danish Firms and U. S. Subsidiaries 




Correlation C oefficients and Significance Levels Derived By 
Correlating the Independent Variables with Changes in 
Sales and N et Profit over a Five Year Period.
Changes in Sales 
Spearman 2-ta il 
rho Prob.




Men - . 1 3 .26 —.31 .08*
Money —.23 .13 —.14 .26
Material —.32 .05* .07 .37
Information —.29 .07* —.23 .15
Interface Variiables
G overnm ent — .39 .02* —.46 .01*
C ustom er - . 4 2 .02* — .05 .42
Supplier — .39 .02* —. 20 .18
Competitor — .25 .10* .03 .45
Labor — .08 .34 —.33 .06*
Stockholder —.16 .21 —.08 .38
Other Institutions - . 1 3 .26 - . 1 2 .29
* Marked only to facilita te  identification or significant correlations.
Source: Merril E. Douglas, "Organizational Environment Interaction
Patterns and Firms Peformance" Mangement International 
Review, VoL 16, No. 1 (1976), p. 81.
Table 5
S^nificant Relationships between Increases in Sales and Net Profit 
Correlated with Interface Variables
Increased Sales 
Accompanied by





decreased flow o f information 
decreased government interaction  
decreased laboi’ interactions









increased flow of men
increased labor interaction
decreased other institutions interaction
decreased flow o f  money 
increased flow o f m aterial 
decreased government interaction  
increased supplier interaction  




decreased flow of information 
decreased government interaction  
decreased other Institutions interaction
decreased flow of men 





decreased flow of m aterial 
decreased customer interaction  
decreased supplier interaction
decreased government interaction  




decreased flow of m aterial 
decreased government interaction  
decreased customer interaction  
decreased com petitor interaction
increased supplier interaction
Source: Merrill E. Douglas, "Organizational Environment Interaction Patterns and Firm
Performance" Management International Review, Vol. 16, No. 1 (1976), p. 86.
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was that firms used in these studies existed within one country or cultural 
setting, and therefore lim ited the extent o f the generalizability o f the findings.
Although the study by Harris, Still and Crask did not measure for any
direct relationship betw een marketing organization and the environment, their
finding that no d ifference existed in marketing organizations in two countries
(at different level o f  environmental development), was highly significant to the
theoretical development o f the nature o f  interaction between the
environmental factors and the structure of marketing organizations. The
authors did not include any environmental variables in the analysis due to their
basic assumptions that "aU marketing are alike", which they referred to  as the 
102"ethnocentric approach".
The study included 277 U.S., and 32 A ustralian  m anufacturing firm s. The 
A ustrialian firm s w ere Australian-owned, not subsidiaries of U.S. multin­
ationals. In an attem pt to determine the relative importance of the four major 
marketing mix elem ents (Product, Sales, Distribution, and Pricing), the authors 
compared the marketing organizations o f these firms. Included in the measure 
of the marketing mix elem ents were product planning, testing, research and 
development, sales management, personal selling advertising, channel co­
ordination and evaluation, transportation, warehousing, inventory control, 
pricing policies, and others.
They found that the U.S. and Australian marketing managers demonstrated 
marked sim iliarities in the perceived importance they attached to  the 
marketing elem ents. While the Australian managers assigned less relative 
weight to product effort and more to pricing effort than did U.S. managers.
1(19
Clyde E. Harris, Jr., Richard R. Still, and Melvin R. Crask "A 
Comparison of Australian and U.S. Marketing Strategies", Columbia Journal of 
World Business, VoL 13, No. 2, (Summer, 1978), pp. 87-94.
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only in the cases o f sales and distrubution efforts were statistically significant 
differences present. The importance of these findings to the theoretical 
development was underscored by the authors' conclusion that they were in line 
with the key assumptions o f "enthnocentric approach" that markets in different 
environment were more alike than different.
Summary
As evidenced in the review  o f  related literature in previous sections, it  is 
apparent that there is s till much to be explored concerning the organization- 
environment relationship; particularly in the areas o f  organizational structure 
o f marketing institutions. The literature presented has approached the organi­
zation-environment interactions in a variety o f ways. The more important 
approaches have been discussed in some detail, and each o f these  stud ies has in 
some p a rt provided the basic stru c tu re  for th is d isserta tion . However, several 
research efforts have provided insights into such issues as problem definition, 
research methodology and design, sampling, and potential areas o f  research. 
Insights have been developed from contributions these studies have generated  
and also from the d ifficu lties and errors which have arisen in the attem pt to 
research the organization-environment interaction. Some of the problems and 
errors o f  the earlier studies have been discussed within the literature review. 
In the following pages, a summary wiU be presented which provides the 
rationale for the present study.
The most im pœtant discussion areas which resulted the undertaking o f this 
dissertation on the influence of the environment on organizational structure 
were:
1. Some shortcomings in the previous research designs including data 
coUeetion, data analysis, and instrumentation.
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2. Few attem pts have been made using data from organizations in more 
than one country in different stages o f environmental development to 
determ ine their relationships to the environment. Conclusions 
concerning the relationship betw een the organization and its environ­
ment have been drawn from a single country based on an inferred 
comparison with other countries.
3. Due to the inconsistency in the findings and conclusions o f  previous 
studies, many researchers have pointed out the need for more studies 
to  investigate the nature o f  relationship between organizations and 
their environmental settings.
4. L ittle tim e and effort has been devoted to an in-depth examination of 
the influence of the environmental setting on such firms' organiza­
tiona l c h a ra c te ris tic s  as size, product assortm ent, and the extent of 
operations.
As earlier stated , an important theoretical concept widely held by organi­
zational theorists was that the development of organizational system s in any 
nation was a function o f the development in the various environmental factors 
existing in that nation. The problem of this study is to examine the 
organizational structure o f firms in two countries with different stages of 
environmental development, and determine their relationship to selected  
environmental variables. Child has furnished insight into the problem by
revealing that one o f the most important factors in the performance o f complex
103organizations are their structure. He also noted that different environ­
i n g
John Child, "Organizational Structure, Environment and Performance: 
The Role of Strategic Choice", p. 3
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m ental conditions require different types o f organizational structural accom ­
modation for a high level o f  performance to  be achieved.
One concern o f this study is to compare the organizational structure of
firms in different level o f  environmental developm ent. Bartels (1968), Blau
(1965), as w ell as Boddewyn (1981), each has proposed a way of finding the
differences and sim iliarities in the structure o f  organizations, with regard to
their environment. Blau pointed out that only system atic comparisons o f many
organizations can establish relationships betw een characteristics o f organi-
104zations and stipulate the conditions under which these relationships hold. 
Bartels stated  that in marketing such research should be focused on the 
comparison o f relationship between marketing and its environment in two or 
more ccuntrics.^*^^ Following a sim iliar logical approach, Bodda-.vyn also noted 
th a t  com parative  m arketing  was concerned w ith the  system atic detection , 
identification, classification, measurement, and interpretation of similarities 
and differences among entire national system s or parts thereof.
Specific to this study is the e ffe c t o f  econom ic, technological, and socio­
cultural factors on such firms' organizational structure as size, product 
assortment, and the extent o f operation or coverage. Various authors have 
cited the necessity for identifying and quantifying these variables, and investi­
gating the extent to which specific environmental conditions are associated  
with certain  organizational structures of firm s. Often, researchers have
104
P. M. Blau, "The Comparative Study of Organizations", pp. 323-338.
^*^^Robert Bartels, "Are Domestic and International Marketing Dissimilar", 
pp. 56-61.
^^^Jean J. Boddewyn, "Comparative Marketing: The First Twenty-Five 
Years". Journal of International Business Studies , Vol. XU, No. 1, 
(Spring/Summer 1981), p. 51.
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identified these variables without realizing that the variables were much too  
broad and encompassing to  be o f  any practical use to organizational managers. 
Douglas and Wind (1973), Boddewyn (1981), Bartels (1968), Shapiro (1965) and 
Douglas (1971) are among the researchers that have called for more explicit 
conceptual framework, clearer methodology, comparison o f major segm ents o f 
marketing system s, and in-depth investigation o f patterns of relationships 




This chapter describes the methodology of the study. It 
consists o f three major sections: research design, measure­
ment, and data analysis.
The research design section reviews some of the choices 
made in developing the methodology used to test the 
hypotheses within the wholesale organizations chosen. The
m easurem ent section  describes the techniques chosen to 
m easure the  concepts involved, and the d a ta  analysis section 
p resents the statistica l methodology to  be u tilized  in analyzing 
the data, and testing the hypotheses. The methodology is 
summarized in a concluding section.
Research Design
For the research at hand, it was necessary to obtain primary data
involving the selected  environmental factors and the wholesale structure. This
data can be gathered using different methods: observation, surveys, laboratory
107experiements, field experiments, and simulations. The survey method was 
used in this study because it enabled the researcher to acquire the necessary 
information (at an acceptable degree of accuracy) with a minimum o f  
inconvenience to the participants. A survey may be conducted in several
107 Donald S. TuU and D el 1. Hawkins, Marketing Research: Meaning,




different ways: (1) personal interview, (2) mail questionnaire, (3) panel
discussion, (4) telephone, and (5) controlled observation.^*^® The first two 
methods seem ed most appropriate to obtain suitable data for this research. The 
reason underlying the use o f mail survey in conjunction with personal interviews 
was that the researcher, by using these methods, was able to reach these 
wholesalers more e ffec tiv e ly  than they could be reached by either technique 
alone. Secondly, the personal interview technique enabled the researcher to ask 
a series o f probing questions in order to draw out and fuUy develop the ideas 
and reactions o f  the respondents regarding the research questions.^®®
Sampling Procedure
According to Van Dalen, sampling does not consist in collecting data 
casually from  any conveniently  located units. To obtain a rep resen ta tiv e  
sample, one sytem aticaUy se lects each unit in a specific way under controlled 
c o n d i t i o n s . S e v e n  steps have been suggested in this process: (1) define the 
population, (2) specify  the sampling frame, (3) specify the sampling unit, (4) 
specify the sampling method, (5) determine the sample size , (6) specify the 
sampling plan, and (7) se lec t the sample.^^^ How some of these steps were 
accomplished in this study are described in this section.
^®®Fred N. Kerlinger. Foundation o f Behavioral Research, 2nd. ed., (New  
York: Holt, Rinehart and Winston, Inc., 1973), p. 140.
109 Vernon T. Clover and Howard L. Balsley, Business Research Methods,
2nd ed., (Columbus, OH: Grid Inc., 1979), p. 102.
^^®Deobold B. Van Dalen, Understanding Educational Research: An
Introduction, 4th ed., (New York: McGraw-HiU Book Company, 1979), p. 128.
^^^Donald S. Tull and Del I. Hawkins, Marketing Research: Meaning, Measurement 
and Method, p. 154.
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Defining the Population
To obtain a sample for this study, it was necessary to define the  
population. This involved identifying characteristics which members o f the  
universe had in common and which identified each unit as being a member of a 
particular group. In any défini ton o f a population, certain key components such 
as the elem ents, sampling units, extent and time must be included. For this 
research, th e  elem ents were wholesalers o f household appliances, specifically, 
those that sell and distribute air conditioners and refrigerators in Nigeria and 
the United States.
Sampling Unit
The sampling unit for this study were those wholesale organization
m em bers responsible for sales m anagem ent. Sales m anagem ent may be defined 
as:
The planning, direction, and control o f  personal selling, including 
recruiting, selecting, training, equipping, assigning, routing, super­
vising, p a y ij ij  and motivating as these tasks apply to  the personal 
sales force.
The exact title s  varied, depending on the individual organizations, and on 
which of these countries in which they exist, but the defining characteristic of  
the elem ent was that the individual be the member of the firm most directly 
responsible for the sales management, more specifically, the sales managers.
^^ Îbid.
113
A Glossary o f Marketing Terms, Com m ittee on Definition of the 
American Marketing Association, pp. 9-23.
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Sampling Frame
Although it would be theoretically possible to develop a list o f every air 
conditioner and refrigerator wholesaler in the United States and Nigeria, such 
an effort would have proved extrem ely costly and time consuming. To avoid 
this, alternative methods were chosen. The elem ents in the United States were 
selected  from the membership list o f the North American Heating and Air 
Conditioning Associations, which according to the trade directory was the most 
comprehensive organization for these wholesalers. The list o f wholesalers in 
Nigeria was obtained from The Nigerian Yellow Pages,^^^ a trade directory 
issued in February, 1983. This directory was purchased by the researcher during 
his v isit to Nigeria, having been recommended by the Federal Ministry of 
Commerce as the most comprehensive source to obtain the names and addresses 
of the wholesale firms used in this study.
Sampling Units and Methods
The sampling units for this study have already been specified in the 
population definition, as the wholesalers o f air conditioners and refrigerators in 
both Nigeria and the United States. With regard to the sampling method, TuU 
and Hawkins have suggested five choices which must be made in the process of 
selecting a method.^^®
The size  o f the elem ents in the population investigated in this study did not 
warrant the application o f any o f  the sampling methods listed above. Due to
Nigerian YeUow Pages is published by ICIC (Directory Publishers) 
Limited, it has a comprehensive list o f businesses, products, and services 
available in Nigeria, including aU wholesale firms involved in the distribution of 
air conditioners and refrigerators.
Donald S. TuU and Del I. Hawkins, Marketing Research: Meaning,
Measurement and Method, p. 157.
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small number of elem ents in both populations, subjecting them to any sampling 
methods would have rendered them statistically  less adequate and less 
representative for any reliable inferences. Rather, to enhance the degree of 
precision and adequacy in this research, the total population of Air Conditioner 
and Refrigerator wholesalers in both countries was utilized.
Determining the Sample Size
According to Churchill, the question o f a sample size  is a complex issue
since it  depends on, among other things, the type of sample, the sta tis tic  in
question, the homogeneity o f the population, and the time, money, and
personnel available for the study. Based on these, he concluded that no specific
rules on how to obtain an adequate sample have been formulated, for each
situa tion  p resen ts  its  ov;n p ro b le m s.^ '” For this study, th e  to ta l population  of
300 wholesale organizations in the United States, and 60 wholesale
organizations in Nigeria listed in the two trade directories were used.
The rationale for utilizing aU the elem ents in these populations was the
expectation o f  the researcher that if a maximum response rate o f 20 percent
was realized from each of the tw o sets of samples, which according to Van
117Dalen was not unusual for the data collection technique used in this study, it 
should be adequate for the sta tistica l tests planned, and was reasonable from a 
cost stan(%)oint.
Gilbert A. Churchill Jr., Marketing Research: Methodological Foun­
dations, (Hinsdale, XL.: The Dryden Press, 1976), p. 268.




According to TuH and Hawkins, the sampling plan involves the specification  
o f how each o f the decisions made thus far are to be implemented.^^®
Once the sample o f wholesalers had been obtained, the following 
procedures were followed:
1. For the wholesalers in the United States, questionnaires were mailed 
out on November 9, 1983, to  the sales managers with the appropriate 
addresses, and first class postage, affixed in the form o f stamps. The 
return envelopes also carried first class postage, and directed to  the 
researcher.
2. Follow-up letters with questionnaires were sent to  these wholesalers 
approximately two weeks later on December 1, 1983. Telephone 
follovv-ups w ere also used to  insure maximum response.
3. Each o f the questionnaires sent to the wholesalers in Nigeria were 
enclosed in addressed envelopes, and a return envelope addressed to a 
center in Nigeria included for each respondent. These were mailed out 
in bulk on November 8, 1983, to the center in Nigeria pre-arranged by 
the researcher during his v is it to that country in April o f  1983. When 
these questionnaires got to  the center, each envelope was stamped 
with Nigerian first class postage stamps, and mailed to the 
respondents. The return envelopes also carried first class postage, and 
directed to the center in Nigeria.
Donald S. TuU and Del 1. Hawkins, Marketing Research: Meaning,
Measurement and Method, p. 189.
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4. Follow-up le tters with questionnaires for the respondents in Nigeria 
were mailed out in bulk on November 8, 1983, to the center in 
Nigeria. From there, they were mailed to these respondents approxi­
mately three weeks after mailing the initial questionnaires. Instruc­
tions were le f t  with the center in Nigeria to make telephone calls, 
and visit the addresses a fter  three weeks to  make sure they mailed 
back the questionnaires sent to  them. The completed questionnaires 
were mailed to the researcher in bulk from the center.
Measurement
Measurement has been referred to as "the procedures to establish rather
119than to  use a measuring device." It consists of "assignment of numbers to
characteristics of objects, persons, s ta te s , or events, according to  rules."^'^^
In order to evaluate the hypotheses stated in this study, it was necessary
to provide precise definition of the concepts being measured. This allowed for
the delineation o f the concept under study from similar concepts. It was also
121necessary to develop an operational definition for each concept. Since both 
conceptional and operational definitions had been provided earlier in this study 
for the environmental variables, the organizational structure variables included 
in the model were defined in this section.






There exists two competing conceptual definitions o f size , when referring 
to an organization. According to Kimberly, one answer, coming largely from, 
although not limited to, many o f the neo-Weberian Structuralists in the United 
States, is that size is a structural characteristic o f  an organization. This 
conception of size  has been operationalized in previous research to  include the 
physical capacity of an organization, the personnel available to  an organization, 
organizational inputs or outputs, and discretionary resources available to  an 
organization.^^^. On the other hand, the contextualists conceptualized size  as 
one o f the dimensions of an organization's context, thereby viewing it as one of 
the constraints which determines the structure o f configuration an organization 
is likely to exhibit.^“^
To m easure the  im pact o f the  se lec ted  environm ental variables on the 
size of the wholesale organizations, in this study, both sets of wholesalers were 
asked to evaluate the extent of influence of these variables on the basis of the 
number o f  employees, number o f  establishments, composition of the personnel 
(managerial, clerical and sales) for people and the sa les volume. (See Table 6)
As an example, to  measure the wholesalers' sales volume, item 8 in Part I 
of the questionnaire asked "What was the amount of net sa les in doEars (Gross 
Sales less returns and allowances) for your firm during your last accounting 
period? ______________  ." To measure the impact of the avaUabiEty of
John R. Kimberly, "Organizational Size and the StructuraEsts 
Perspective: A Review, Critique, and Proposal," Administrative Science
Quarterly, Vol. 21 (December, 1976), p. 576.
-^^roid., p. 575.
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inventory on the wholsalers' sa les volume, item 11 in Part 2 o f the questionnaire 
stated "Our firm is not able to  fiU aU orders from its customers due to "product 
stock-outs" (See Appendix A for a copy of questionnaire)
Assortment Structure
The concept o f assortm ents has traditionaUy been associated in marketing 
literature with physical goods. It is defined "as a coUection o f two or more 
types of goods which either complement each other directly or in to ta l possess 
some degree of potency for future contingencies."^^'* More specificaUy, 
assortment refers to the product combination found within any identifiable 
organization o f marketing. The particular manner in which these products and 
services are combined for a specific purpose has been the basis for the 
concep tualization  of a sso rtm en t s tru c tu re .
Walters and Bergiel, Davidson and Docdy, and HiU, have noted that an 
assortment structure can be operationaUy defined in terms o f three structural 
elem ents: width, variety, and depth. For the research at hand, these three 
elem ents were used as foUows: (1) Width—referring to the number of major 
types or categories o f the products carried, (2) Variety—referring to the number 
of different types o f product carried under each major product category, and (3) 
Depth—referring to the number of each individual item carried, or amount of 
item s on hand for sa le  or use. (See Table 6)
124
Wroe Alderson, Marketing Behavior and Executive Action, p. 199.
125 See Charles G. Walters and Blaise J. Bergiel, Marketing Channels, p. 
206, William R. Davidson and Alton F. Doody, Retailing Management, 4th ed., 
(New York: Ronald Press Co., 1973), and Richard M. Hill, Wholesaling
Management: Text and C ases, p. 112.
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As an example, to  measure the depth of the wholesalers' product 
assortment, item  24 in Part 1 o f the questionnaire asked "How many models do
you have in your product line? ______________ ", item  1 in Part 2 o f the
questionnaire measured the im pact o f  capital on the number of item s available 
for sale, by asking the wholesalers to evaluate the statem ent. "A major factor  
limiting the number o f  products our firm se lls is the lack o f capital to  buy the  
products from suppliers." (See Appendix A for a copy of questionnaire).
Market Coverage
One method o f defining the concept o f market coverage is by adopting the  
definition given by C ateora and Hess.^^® They defined coverage as (1) gaining  
the optimum volume of sa les obtainable in the market in which the company is 
operating (2) securing a reasonable market share, and (3) attem pting  
satisfactory market penetration.
Operationally, the wholesaler has been classified according to the area  
they serve into national, regional, and local wholesalers. According to Walters 
and Bergiel, the wholesaler is said to  have a national coverage if it covers, at 
least, the continental United States; regional coverage, if  it  covers one to five  
states; and local coverage, if it  services customers within a fifty-m ile radius of  
business.^^^ While these measures were adopted for the operational measure o f  
the wholesalers market coverage in the United States, they were modified to  
reflect proportionally the number o f states in, and the size, of Nigeria. In 
addition, it was necessary for the wholesaler to indicate the extent of market
*^®Philips R. Cateora and John M. Hess, International Marketing, p. 818. 
Charles G. Walters and Blaise J. Bergiel, Marketing Channels, p. 113.
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concentrations in the areas it  covered the number o f retailer customers, and 
the rate o f  product delivery to the customers. (See Table 6).
As an example, to  measure the extent o f  wholesalers', market coverage, 
item 25 in Part 1 o f the questionnaire asked "How do you describe your firm's 
operations geographically (by number o f units sold)?"
  Local
  Regional (please sta te  the region served)
  National
  InternationaL
To measure the impact o f availability o f physical transfer facilities on the 
wholesalers' market coverage, item 7 in Part 3 asked the wholesalers to  
evaluate the statem ent "Our firm and it's establishments are located only in 
areas where transportation facilities and equipment are located" (See Appendix 
A for a copy of questionnaire).
To co llect the data necessary for this analysis, the questionnaire was 
divided into two sections. In the first section, the wholesalers were asked
questions to which the answers gave the researcher some demographic informa­
tion regarding the size, assortment structure, and their extent of market 
coverage. In addition, it included questions designed to determ ine the leve l o f 
customer ejçecta tion s o f wholesale functions, the extent o f  availability and the 
rate o f usage o f communication and physical transfer facilities, the types of 
inventory system s and warehouse facilities used, and the extent o f ex istence  
and level o f  enforcem ent o f government regulations, in the second section  of 
the questionnaire (consisting o f three parts), these wholesalers were requested  
to rate the extent to which the environment influence their structures on a 5- 
point Likert summated rating scale (1-strongly agree, 5-strongly disagree).
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These questions were designed by combining variables selected  from both the 
environmental and organizational structure measurements (See Table 6, and 
Appendix A for a copy o f questionnaire).
The questionnaire was pretested in two stages. First, it was administered 
through personal interview with wholesalers in Nigeria and the United States. 
Second, it was sent out through the mail to a sm all sample of wholesalers 
randomly selected  from the sample population to  see if they could complete it 
accurately and com pletely without assistance. Modifications were made where 
necessary.
Validity and R eliability
Both validity and reliability are concerned with the presence of error in
m easurem ent. V alidity is a  term  th a t re f le c ts  the ex ten t to  which d ifferences
in score on the m easurem ent re f le c t tru e  differences among individuals, groups,
or situations from one occasion to another, rather than constant or random
error.^^^ More specifically , it deals with whether a particular measure does
what it  is intended to do.
Reliability, on the other hand, refers to "the sim ilarity of results provided
by independent but comparable measures of the sam e object, trait, or 
129construct." It tries to determine the "extent to which measurements are
repeatable, and the degree of accuracy or precision in a measuring 
130instrument." According to Churchül, if a measure is valid, there should be
^^^Gilbert A. ChurchUl Jr., Marketing Research: Methodological
Foundations, p. 671.
1 90
IM ., p. 668.
130 Fred N. Kerlinger, Foundation of Behavioral Research, p. 444.
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Table 6
Operationalizatiwi o f the Variables 
Environmental Variables
Variables Measurement Scale Items
ECONOMICS
Capital Availability of funds 16 a 
Rate of utilization o f (1-6) 
source of funds
Inventory
Number o f suppliers 10, 11 
Closeness o f suppliers 12, 15 
Type of warehouses 
Level o f inventory 
computerization
Level of  
Demand 
Age of firm
Units of products sold in 21 
the  last accounting period 
Number of years in business 5
TECHNOLOGY
Communications
Availability of communication 16b 
facilties (1-8) 
Rate of usage of facilities
Physical
Transfer
Availability of transporta- 16 c 
tion facilities (1-4) 





Existence of regulations 17 
Level of enforcem ent (1-13)
Consumer
Expectations
Level o f consumers' expec- 18 
tation in terms of 4P's (1-14)
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Table 6 (Cent) 
Operationalization of the Variables 
Organizatiraial Structure VariMjles
Variables Measurement Scale Items Basis in Literature
Number o f  Employment 
Composition o f  Employment
7a, 7b Beard (Winter, 1977/78 
Reimann (1973)
SIZE
Sale Volume (in $ and N)
23 Khandwalla (1974) 
Reimann (1973) 
Douglas (1976)
Number o f  departments 
Education o f salespeople
3, 8 Gronhaug (1976)
ASSORT­
MENT
V ariety of units for sale 
Number o f units for sale 
Speed of product delivery 
from suppliers
14, 20 
22, 24  
26










Speed of product 
delivery to customers 



























Item  2 
Item 6
Item  1











Government Item 4 Item 3 Item 5
Regulation Item 11 Item 6 Item 8
SCCIO
CULTURAL
Consumer Item 2 Item 1 Item 10Expectation Item 7 Item 9
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little  need to worry about its reliability. A valid measurement reflects the 
characteristic it is supposed to  measure and is not being distorted by other 
factors, either system atic or transitory.^^^
In evaluating the measurements for the concepts introduced in the 
previous section , three types of validity; content, construct, and criterion; were 
considered.
Content Validity; Content validity focuses on the adequacy with which the 
domain o f  the characteristic is captured by the measure. In other words, it 
deals with the "representativeness o f sampling adequacy o f the content, the 
substance, the m atter....of a measuring instrument."^^^ Determination of 
content validity is partly judgmental, and requires the researcher to  
conceptually  define th e  domain o f the ch arac te ris tics , by specifying w hat the 
variables are and w hat they a re  not.*^^
For the study at hand, content validity was established for all the 
structural and environmental variables by formulating them through an analysis 
of previous attem pts to measure similar concepts as reported in the literature. 
Construct Validity; Construct validity is directly concerned with the question 
of what the instrument is measuring. In otherwords, it examines the extent to 
which an operationalization measures the concept which it purports to measure, 
or the degree o f internal consistency among the item s o f the domain.^^^
131
Gilbert A. Churchill, Jr., Marketing Research: Methodological
Foundations, p. 252.
^^^Fred N. Kerlinger, Foundation of Behavioral Research, p. 229.
133 Gilbert A. Churchill, Jr., Marketing Research: Methodological
Foundations, p. 248.
^^% id., p. 248.
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Construct validity o f a measure has often been established by relating it
to a number of other constructs. While convergent validity refers to  "the
confirmation o f a  relationship by independent measurement procedures,"
discriminant validity "requires that a  measure not correlate too highly with
135measures with which it is supposed to differ." For this study, construct
validity was established through the replication o f som e portions of the
methodology utilized in previous research, and by pretesting the instrument.
Criterion Validity; This type o f validity focuses on "the usefulness o f the
measuring instrument as a predictor o f  some other characteristic or behavior of 
136the individuaL" The criterion validity consists o f the predictive, and 
concurrent validity. Predictive validity tries to validate the measure of one
concept, by observing the relationship between the measure o f  that concept and 
other related concepts. The concurrent validity, on the other hand, is 
concerned with the relationship between the predictor variable and the 
criterion variable when both are assessed at the sam e point in tim e.
For this study, all the sta ted  hypotheses relied on the predictive ability of 
the environmental variables. The predictive ability could be established in 
relation to the concepts being measured, by the acceptance of the 
corresponding hypotheses.
Reliability
Several methods exist for ascertaining the reliability o f a questionnaire. 
Among these are test-re test, parallel-forms, split-half, and rationale
^^^Ibid., p. 251 
^^®Ibid., p. 247.
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137equivalence. A major alternative to these approaches p a c if ie d  above is to 
explore the internal consistency of the measures. The most popular method of 
evaluating this is through the use o f Cronbach's alpha, a generalization of a 
coeffic ien t introduced by Kuder and Richardson to estim ate the reliability of 
sca les composed of scored items.^^® A special form o f  this coefficient 
applicable to  dichotomous item s, KR-20, was used to  evaluate the internal 
consistency o f the m ulti-item  scales, measuring organizational structures and 
the environmental factors in both Nigeria and the United States. On the 
organizational structures measures, as shown in Table 7 and 8 respectively, the 
reliability coeffic ien ts for the wholesalers in Nigeria were .85 , .78 and .75, and 
.92, .87 and .79 for the wholesalers in the United States. Table 9 displayed the 
reliability coefficen ts of environmental factor measures for wholesalers in 
N igeria, and Table 10 presen ted  the coefficents for those in th e  United States. 
As can be seen, the reliability coefficients for the measures were .75, .73, and 
.68 for the Nigeria, and .88, .79, and .86 for wholesalers in the United States. 
The range found on these measures indicated a fair amount of internal 
consistency (aU coefficiency were above .65, most of the high .70's and .80's). 
Data Analysis
Response rates of 20.0 percent and 45.0 percent were realized from the 
initial mailing o f the questionnaires from wholesalers in United States and 
Nigeria respectively. A fter mailing the follow-up letters with questionnaires,
137 Deobold B. Van Dalen, Understanding Educational Research: An
Introduction, p. 138.
^^^Edward G. Carmines and Richard A. Zeller, R eliability and Validity 
Assessment (Beverly Hills, CA: Sage Publications, 1979) pp. 43-51.
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Number o f departments Delivery period from suppliers Geographic operation
Number o f employment Units available for sale Number o f locations
Composition o f em ployees Models in product line Emphasis of marketing activ ités
Educational lev e l of Composition o f product line Delivery to customers
sa le^ eo p le





Internal Consistency o f  Measure o f  Organizational Structure







Number o f departments Delivery period from suppliers Geographic operation
Number o f em ployees Units available for sale Number o f locations
Composition o f  employment Models in product Hue Emphasis o f marketing activ ités
Educational leve l o f Composition of produc t line Delivery to customers
salespeople
Amount o f Net Sales in 1982 Composition of customers












Availability of funds 
Use o f funds 
Number o f  suppliers 
Location o f suppliers 
Inventory system s 
Warehouse usage 
Units sold in 1982
Availability of communication methods 
Use o f communication rnetliods 
Availability of transportation 
Use of transportation facilities
Existence o f government regulations 
Enforcement o f government regulations 
Importance o f consumer expectations




Internal Consistency o f  Measures o f  Environmental Factors







Availability o f funds 
Use of funds 
Number o f suppliers 
Location of suppliers 
Inventory system s 
Warehouse usage 
Units sold in 1982
Availability of communication methods 
Use of communication methods 
Availability of transportation 
Use o f transportation facilities
Existence o f government regulations 
Enforcement of government regulations 
Importance o f consumer expectations




the response rates increased by 6.3 percent to 26.3 percent in the United 
States, and by 6.6 percent to  51.6 percent for Nigerian wholesalers. In order to 
evaluate the hypotheses, it was necessary to perform statistica l te s ts  on the 
data generated by the responses to the questionnaire. Responses to the 
questionnaire were recorded on IBM 3081 TSO (Time Sharing Option) computer, 
and analyzed using several available "canned" computer programs. The 
Statistical Analysis System (SAS) was used to analyze the data and perform the 
sta tistica l tests employed in the analysis. This program was selected  because it 
contained a variety o f options for data analysis, and was widely available at 
many colleges and universities.
The use o f maü survey as a data collection technique has been criticized  
for nonresponse bias. If persons who respond d iffe r substantially  from those 
who do not, the  resu lts  do not d irectly  allow one to  say how the en tire  sample 
would have responded, which certainly is an important step toward the 
generalization o f the sample to the population.^^^ The literature on 
nonresponse bias have described various methods of estim ating the extent of 
representativeness o f sam ples to the population from which they were drawn. 
These methods include comparisons with known values for the population, 
subjective estim ates, and e x t r a p o l a t i o n .D u e  to its validity,^"^^ the subjee-
J. Scott Armstrong and Terry S. Overton "Estimating Nonresponse Bias 
in Mail Surveys", Journal o f Marketing Researrch, Vol. XIV (August 1977), pp. 
396-402.
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See Leslie Kish, Survey Sampling (New York: John Wiley and Sons, 
Inc., 1965), and Frederick F. Stephen, and Philip J. McCarthy, Sampling 
Opinions (New York: John Wiley and Sons, Inc. 1958)
Kent P. Schwirian and Harry R. Blaine "Questionnaire-Return Bias in 
the Study of Blue-CoEar Workers" Public Opinion Quarterly, 30 (Winter 1966), 
pp. 656-63.
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tive estim ates ^ proach  was used in this study to determine the magnitude of 
nonresponse bias. To do this, those firms that did not respond to the 
questionnaires were identified by examining the names and addresses on the 
returned questionnaires, and matching them with the mailing lists. Some 
demographic information regarding their size , assortment structure, and market 
coverage were collected  from 20 firms that did not respond to the question­
naires in the United States through the telephone. A to ta l of 40 wholesale 
firms who did not respond to  the questionnaires were contacted, but only 20 
firms were willing to give out the information demanded. The researcher was 
not able to  contact more firms due to financial constraints, as most o f these 
firms were located outside the state  in which this study was conducted. For the 
nonrespondents in the sam ple of Nigerian wholesalers, similiar demographic 
inform ation was eoU ectad for 10 firm s included in published m aterials existing 
in the United States. This information was compared using the student t-te st  
with corresponding information provided in the returned questionnaires to 
determine the extent of existence o f  nonresponse bias, and how it affected  the 
generalization o f the findings o f this study. The results o f the t-te s t  analyses 
presented in Table 73 and 74 (See Appendix E) indicated that for both sets of 
wholesale firms, the firms that responded to the questionnaires did not differ 
significantly from those that did not respond in terms of: the number of
departments; the composition o f employment; the amount of net sales in 1982; 
the number of units available for sale; the number of models in the product 
lines; the extent o f geographic operations; and the number o f  locations.
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In the first stage o f  the analysis, the responses to the first part o f  the  
questionnaire were examined separately for each set o f wholesalers to  
determine the extent o f  relationship between the environmental variables and 
the organizational structures measures using three constructs; the canonical 
correlation coefficient; the canonical root; and the Steward and Love's 
redundancy index.
Canonical correlation has been defined by Kendel as "that branch of
sta tistica l analysis which is concerned with relationships o f  sets o f dependent
variables."^'^^ The analysis m atches two sets of concepts measured on several
relevant dimensions by developm ent of linear com posites o f criterion and
predictor variables, which are maximally correlated. This technique is
particularly appropriate in exploratory research, where there is little  empirical
or th eo re tica l basis for focusing on one crite rion  variable and -.vnere it is
p re fe rab le  to  use severa l d iffe ren t c rite rio n  variables to  re f le c t th e  diverse
facets o f the explored d im ension ."  Its use in this analysis allowed the
researcher to explore or determ ine the sets o f environmental variables which
were associated or disassociated with the structural variables, without
restricting the analysis to  one criterion variable at a tim e. The assurance o f
maximum correlation with this technique, benefited predictive ability, while
144the feature of independence enhanced interpretation o f the results.
KendeL A Course in Multivariate Analysis, (New York: Hafner,
1957).
^'^Michael Etgar, "Channel Domination and Countervailing Power in 
Distributive Channels," Journal o f Marketing Research, VoL x n i (August, 1976), 
pp. 254-262.
l A A
" P . E. Green, M. H. Halbert and P. J. Robinson, "Canonical Analysis: 
An Exposition and Illustrative Application," Journal o f Marketing Research, Vol. 
n i (February, 1966), pp. 3 2-3 9 .
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Traditionally, the ex isten ce o f relationships betw een two sets o f variables 
has been determined by testing the statistical significance of the canonical 
correlation coeffic ien ts, which are the linear combinations of each se t of 
variables.^^^ In this study, exploration was restricted to  those pairs in which 
the cOTrelation-coefficient was statistically  significant beyond the +.05 
level. '̂^®
As the canonical correlation coefficients do not in them selves reveal the
strength o f relationship that is shared between tw o se ts  of variables, the
relative importance of each variable in the se ts was indicated by three
constructs: the canonical weights extracted for each standardized variable; the
loadings o f the variables on their respective variâtes (within se t variable-
v aria te  correlations); and th e  percen tage  of squared loadings explained by each 
1-7 _variable. '  'ih e  las t co n stru c t was com puted by squaring the  loadings 
pertain ing  to each v aria te , summing them, and then presenting each squared 
loading in a relative percentage form.^*^® The sign of the coefficients o f the 
environmental variables were used to  indicate the direction of their influence 
upon the wholesalers' organizational structures, whereas the size of the 
coeffic ien ts and their loadings yielded directional information about the
^^^Mark I. Alpert and Robert A. Peterson, "On the Interpretation of 
Canonical Analysis," Journal of Marketing Research, Vol. IX (May, 1972), pp. 
187-192.
^‘̂ ®tt)id.
^^^Zarrel V. Lambert and Richard M. Durand, "Some Precautions in Using 
Canonical Analysis," Journal o f Marketing Research, Vol. XU (November, 1975), 
pp. 468-475.
Michael Etgar, "Channel Environment and Channel Leadership," p. 73.
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149variables' contributions to the canonical relationship.
Since the weights to be obtained above were chosen so as to  maximize the  
correlations, a relatively strong canonical correlation may obtain between two 
linear functions, thereby overstating the strength o f their relationship. In such 
a situation, the canonical correlation coeffic ien t values do not in them selves 
reveal the amount o f  criterion variance that was shared with the predictor 
variables.^^^ One method o f determining the amount o f criterion variance 
shared with the predictors in this study, and avoid the inherent overstatem ents, 
was the application of a measure o f redundancy. The proportion of the to ta l 
variations in the structural variables that was shared with the other se t of 
environmental variables was determined in this analysis, using the Stewart and 
Love's redundancy index, an asym étrie index, measuring how much variance in 
one se t of variables was accounted fo r by variability  in th e  o ther set.^^^
The values o f the weights used in computing the canonical scores were 
subject to considerable instability, or variability from sample to sample. To 
explore the stability  o f  the weights, a split sample analysis was employed. The 
to ta l sample o f the wholesalers for each o f  the countries was divided in half on 
a random basis and separate canonical analysis computed for each subsample. 
The weights for each of the two samples compared with the total sample's 
canonical weights for variations in weights.
As indicated above, two separate canonical correlation analyses were 
computed for the reroonses; one for the wholesalers in the United States, and
^'*^Ibid.
^^^Zarrel V. Lambert and Richard M. Durand, "Some Precautions in Using 
Canonical Analysis", p. 469.
^®^Ibid.
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another for the Nigerians. In the second stage of the analyses, the responses to
the perceptual measures in Parts n, IE, and IV were loaded (Strongly Agree = 5
points, Strongly Disagree = 1 point), and factor analyzed. Factor analysis is a
multivariate sta tistica l technique that is concerned with the identification of
structure within a se t o f  observed variables. Its use in this analysis was as a
confirmatory procedure, allowing the researcher to  identify the factors
underlying the set o f data collected  in this section, and examine the extent to
which they correspond with the findings in the canonical analysis.
Each se t o f data was analyzed using the method o f  principal factor
analysis with iterations which according to Harman, improves the estim ates of  
153communalities. The varimax rotation procedure was performed to obtain
more clearly defined groups o f variables. This rotational method obtains a 
rotation of the factor axes so as to  m inim ize the num ber of m easurem ents in 
which for any one factor occurs. It searches for a se t o f factor loadings such 
that each factor has som e loadings close to zero and som e loadings close to -1 
or + 1. The magnitude o f  association between the variable and the factor is 
indicated by the size o f the loadings. This procedure has been shown to be 
among the best orthogonal rotation procedures.^^^
152 David W. Stewart, "The Application and Misapplication o f Factor 
Analysis in Marketing Research". Journal of Marketing Research, Vol. 18, 
(February, 1981), pp. 51-62.
153 Harry H. Harman, Modern Factor Analysis (Chicago: The University 
of Chicago Press, 1967).
See T.E. Dielm an, R. B. C attel, and A. Wagner, "Evidence on the 
Simple Structure and Factor Invariance Achieved by Five Rotational Methods 
on Four Types of Data" Multivariate Behavioral Research, VoL 7 (April, 1972), 
pp. 223-31, and R. L. Gorsuch, "A Comparison of Biquartimm, Maxplane, 
Promax, and Varimax", Educational and Psychological Measurement, Vol. 30 
(Winter, 1970), pp. 861-72.
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In this analysis, the factor loadings were used to interprète the factors. 
The factor loadings show the correlation between a variable and a factor. 
Hunter pointed out that the + 0.30 leve l o f significance was an arbitrary rule of 
thumb, and a higher or lower criterion could be selected.^^^ For the purpose o f  
this investigation, only those variables with factor loading greater than +.50 
level were considered significant in defining a factor. This conservative level 
was chosen to provide a greater assurance that the factors described were 
genuine.
According to  Aaker, a major lim itation to  the use of factor analysis is 
that there are really no statistica l tests regularly employed in this analysis, 
making it often d ifficu lt to know if the results are merely an accident or do
reflect something meaningful.^^^ To examine the extent of stability of the  
factors, thereby determ ining the level of confidence attached to  the findings in 
this analysis, the total sample of the wholesalers for each of the countries was 
divided in half on a random basis, and separate factor analyses computed for 
each subsample.
To explore the difference and the sim ilarities in the organizational 
structure o f these wholesalers (in order to  provide an answer to the second  
research question), the mean scores obtained for the various organizational 
structure measures were compared using the Student t-test. A t- te s t  is a 
sta tistica l inference technique used, for example, to evalute the significance of
^^^A. A. Hunter, "Factoral Ecology: A critique and some suggestions".
Demography, Vol 9 (January, 1972), pp. 107-118
David A. Aaker, Multivariate Analysis in Marketing, 2nd ed. (New  
York: The Scientific Press, 1980) p. 171.
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the d ifference between the means o f two groups.^^^ The populations from 
which the samples were taken were considered to be approaching normality, and 
homogeneity o f  variance was assumed. Meeting the assumption o f  normality in 
this analysis was not much o f  a problem in that the sampling distributions of 
means are alm ost always normal by virtue o f  the nature o f means, and secondly, 
sampling distributions o f mean differences behave in a nice predictable fashion 
when they deviate from normal.^^® As long as the sample size was moderately 
large for each group, significant departures from normality made little  
difference in the conclusions reached. The assumption o f  equal variance was 
considered satisfied  inasmuch as for sam ples o f  equal or unequal sizes, the 
differences in the population variance have relatively small ccmsequences and 
need not be a concern regarding the conclusion derived from a t-test, unless one 
groups variance v;as th ree  of four tim es th e  size of the o ther’s. An 
examination o f the two samples used in this analysis confirmed that the 
assumptions o f normality and equal variances were satisfied. However, should 
the "f" statistics indicate an absence o f homogeneous population variance for 
any o f the measures, an approximate 't' test, a test used for determining the 
extent o f d ifferences and sim ilarities in measures whenever the population 
variances are unequal would be computed.^^®
157 Gilbert A. ChurchiU, Jr., Marketing Research: Methodological
Foundations, p. 388.
J. Senter, Analysis of Data; Introductory Statistics for the 
Behavioral Sciences (Glenview, IL: Scott, Foresman and Comoany, 1969), d . 
203.
'"'ibid.
^^^Bryant C. Edward, Statistical Analysis (New York: McGraw-HiU Book 
Co., Inc., 1960), p. 91.
CHAPTER IV 
PRESENTATION OF THE RESEARCH FINDINGS 
Introduction
The research findings are discussed in this Chapter in 
four sections. The order of presentation w ill follow a format 
such that the results of the canonical correlation analyses of  
the demographic data, and the factor analyses o f the 
perceptual measures for the wholesalers in the United States 
wUl be discussed first. The second section will focus on the 
results o f the canonical correlation, and factor analyses for 
the '.vholesalers in N igeria. The third section  will report 
findings bearing on the second research  question  by com paring 
the resu lts obtained in these analyses for wholesalers in both 
countries, while the final section w ill be for the examination 
of the stated hypotheses.
Results:
Results of Canonical Correlational Analyses Between Economic Variables 
and Size Measures for United States Wholesalers
The components of the redundancy measure for the economic factors 
(predictor set), and the size  measures (criterion set) are presented in Table 11. 
The canonical correlation coeffic ien ts show that of aU the eight linear 
combinations that were formed from the economic variables and the size  
measures, three produced significant correlation beyond the .05 level. The 
squared canonical correlation (R^) for the three significant linear combinations 
were .8995, .6443, and .3630 respectively. These indicate that 89.95 percent of 
the variation in the first linear combination reflecting size  can be accounted  
for by variation in the linear combination reflecting the economic variables.
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64.43 percent for the second linear combination, and 36.30 percent for the 
third. The redundancy in both se t of variables was computed to measure the 
amount of shared variation betw een the se t o f variables. The to ta l redundancy 
in the criterion set (given the predictor set) was .7249, indicating that 72.49 
percent o f the variation in the size  measures o f these wholesalers can be 
accounted for by covariation in the economic factors (taken as a set). 
However, it  should be noted that a high proportion o f  the shared variance in this 
set was accounted for by the first canonical root (81.7%).
Table 12 presents three measures which explain the relative importance 
of each of the variables in determining the relationships. The first measure is 
the standardized form o f the canonical weights o f the variables used in 
determining each subject's canonical scores. The nature of canonical relation­
ship is inferred  by noting the  sign and m agnitude of this m easure. The second 
measure, the canonical loadings, is the correlation between individual variables 
and the respective canonical variâtes. The signs of the loadings yield 
directional information about variables' contributions to the canonical relation­
ships. The final measure is the variable-variate correlation squared and 
expressed as a percentage o f the sum o f squared correlations for each variate. 
In the first analysis, the rank order of the economic factors contributing to the 
relationship, according to the weightings, was the number o f units sold in 1982, 
and the number of firm's suppliers (with weights above .30). The rank order of 
size measures contributing to the relationship was the total number of 
employment, the number o f c lerical employees, the number of employees 
classified as 'others', the number of salespeople in the firm, the number of 
managerial employees, and the amount of net sales in 1982.
Table 11
COMPONENTS OF REDUNDANCY MEASURE FOR THE ECONOMIC VARIABLES 
AND SIZE MEASURES OF US WHOLESALE FIRMS
Relationship Canonical R Variance extracted  VP or VC
Redundancy
(R%)
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RELATIONSHIPS BETWEEN ECONOMIC VARIABLES, SIZE MEASURES 
AND CANONICAL FUNCTIONS FOR U.S. WHOLESALE FIRMS
Canonical Helationslnps








Predictor Set (Economic) 
EAF .027 .283 5 .7 -.079 -.1 7 2 2 .9 .383 .494 18.9
RUSF .034 .124 1.1 -.266 -.0 5 3 .29 .107 .296 6 .8
NOFSU .562 .535 20.3 .026 .771 58.4 -.4 2 7 -.1 1 7 1.1
LOSUP .156 .413 12.1 -.1 5 8 -.1 2 4 1.5 .384 .523 21 .2
ISU -.0 1 8 .112 .92 .080 .029 .000 .534 .744 42 .8
COWUl -.0 2 1 .156 1.7 .097 .080 .59 -.3 2 2 .018 .000
COWU2 -.031 -.0 9 4 .64 -.0 5 6 -.101 .98 -.2 6 4 -.0 7 9 .46
C0WU3 .011 -.1 2 5 1.1 .045 .005 .000 -.2 5 3 .074 .39
NUS82 .800 .820 47 .7 .601 . 546 29.3 -.2 5 6 .001 .000
NDYIB -.0 8 6 .351 8.7 .114 -.2 4 6 6 .0 .351 .330 8 .4
Criterion Set (Size) 
NODSZl .092 .604
100.0
6 .9 .047 -.2 9 9
100.0
6 .1 -.1 7 5 -.0 8 2
100.0
1.6
NOESZ2 10.93 .825 12.9 3.38 .533 19.3 2.24 .383 34.3
COESZl 1.43 .927 16.3 -.0 5 9 -.2 7 0 5 .0 -.8 1 9 .165 6.3
C0ESZ2 4 .63 .810 12.5 2.34 .506 17.4 3.26 .414 40.0
C0ESZ3 2.62 .809 12.4 -1 .2 0 -.459 14.3 -.2 7 4 .064 .93
C0ESZ4 2 .94 .711 9 .6 -.6 7 2 -.0 7 5 .34 -.3 9 1 -.0 5 2 .70
NOSFYCO .149 .831 13.1 .474 .333 7 .5 -.3 6 3 -.0 5 4 .70
ANS82 .591 .925 16.2 1.29 .665 30.0 -.4 5 5 -.2 5 6 15.4
100.0 100.0 100.0
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Using the loadings, the first canonical root for the s iz e  of the firm was 
associated with all the size  measures used in this analysis, aU with loadings 
above .30. The related economic variables were the number of units sold in
1982, the number of firms' suppliers, location o f major suppliers exclusively  
within the country of operation, and the number of years in business. The 
second root was associated with the amount o f net sales in 1982, the number o f  
total employees, the number o f c ler ica l employees, the low number of  
salespeople, and the number o f sa le^ eo p le  with four-year college degree. 
These measures were linked with the number o f firms' suppliers and the number 
of units sold in 1982 from the preditor se t. In the third root, the number of 
clerical employees and the total number of em ployees in the firm, were 
associated with the extent of usage o f computerized inventory system, the 
location of firms’ suppliers within the country of operation, the extent of 
availability o f funds, and the number o f years in business.
Although other variables and relationship could have been involved, it 
seem s reasonable to state  that in an economic environment with high demand 
for the products, high number o f suppliers, location o f major suppliers exclu­
sively within the country of operation, high availability o f funds, and firms with 
more years in business, the organizational structure of the firms with regard to  
their s ize  tend to  be characterized by high number of employees in all 
categories, high sales, and more departments or working units, and more 
locations.
Results o f Factor Analyses o f Wholesalers' Perceptions of the Influence of
Economic Variables on the Size o f  the Firm
The result of the factor analysis of the wholesalers perceptions presented 
in Table 13, shows only one measures having a loading beyond the .50 level. The 
wholesalers did not perceive capital as a constraint to  the number of
92
Table 13
FACTOR I: U.S. Wholesalers' Perceptions o f the Influence o f Economic 
Variables o f  the Size o f  the Firm
Perceptual Measures Loadings
1. Inadequate salespeople due to lack of
capital to pay salaries .34
2. Does not own warehouses due to lack of
capital to build and maintain one. . 53
3. Loss o f  sales due to constant product
stock-outs. .29
4. Employs additional salespeople only curing
periods of increasing dem and. -.0 5
5. Limits operations to areas with high
population densities. .02
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salespeople they can employ. However, due to the lack o f capital to  buüd and 
maintain warehouses, most o f these wholesalers use leased or rented 
warehouses. This may explain why the rate of usage of any of the warehouse
compositions did not show significant relationship to  the size  o f the wholesalers 
in the canonical correlation analysis. The negative loading for the statem ent 
that the firms employ additional salespeople only during periods of increased 
demand is not indicative o f  a negative relationship between the level of demand 
and the number of salespeople employed. Rather, it  indicates that although the 
rate o f salespeople employment is influenced by the extent of demand for the 
products, as shown by the result of the canonical analysis, the wholesalers do 
not limit the employment o f  additional salespeople to periods o f  increased 
demand. Finally, th e  fa c t th a t  the  w holesalers did no t perceive their firm s 
losing sales due to constan t p roduct stoeks-outs can be a ttr ib u ted  to the high 
availability o f suppliers to these firms, and may explain the resulting high sales 
volume found among the firms in the earlier analysis.
Results o f  Canonical Correlational Analyses Between Economic Variables
and Assortment Structure Measures for U.S. Wholesalers.
As can be seen in Table 14, o f the six linear combinations formed from 
the economic variables and the assortment structure measures, three were 
significant beyond the .05 level. In the first linear combination, 83.9 percent o f  
the variations reflecting the assortment structure can be accounted for by 
variation in the linear combination reflecting the economic variables. The 
second and third linear combinations had 41.3 percent and 33.2 percent 
variations respectively. The total redundancy in the criterion se t (given the 
predictor set), indicates that 29.7 percent o f  the variation in the assortment
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structure can be accounted for by covariation in the economic factors, with 
three significant relationships accounting for a ll but 9 percent o f this amount.
The rank order o f  the contributions to the relationship for the predictor 
se t in the first linear combination as shown in Table 15, was the number o f  units 
sold in 1982, and the rate of usage o f sources o f funds. In the second 
combination, the rank order was the rate of usage o f computerized inventory 
system , the number o f  years in business, the number of units sold in 1982, and 
the percentage o f th e  leased warehouse usage. For the third linear 
combination, two econom ic variables; the number o f firms' suppliers, and the 
number o f  units sold in 1982 made the only significant contributions.
In the criterion se t, only one measure; the number o f products available 
for sale contributed most o f the relationship in the first linear combination. In 
its second combination, the rank order of contribution was the number of 
models in the product lines, the percentage of electric-operated air 
conditioners in the product lines, the percentage o f gas-operated refrigerators 
in the product lines, and the number of units available for sale. Only the 
percentage o f gas-operated refrigerator in the product lines had a weight above 
.30 in the third linear combination.
Using the loadings, the first root for product assortment was associated  
with the number o f product available for sale, the number of models in the 
product üne, the percentage of electric-operated air conditioners in the product 
lines, and the percentage of electric-operated refrigerators in the product lines. 
These were related to the economic variables of; the number o f units sold in 
1982, the rate o f usage o f various sources o f  funds, the number of firms' 
suppliers, and the extent o f availability of fund. The second root was 
associated with the number of models in the product line, the number of
Table 14
COMPONENTS OF REDUNDANCY MEASURE FOR ECONOMIC 
VARIABLES AND ASSORTMENT STRUCTURE MEASURES OF WHOLESALE FIRMS


















































































RELATIONSHIPS BETWEEN ECONOMIC VARIABLES, 
AND CANONICAL FUNCllO NS FOR
ASSORTMENT STRUCTURE MEASURES, 
U.S. WHOLESALE FIRMS
Canonical Relationships









EAF .128 .338 13.6 .180 .335 9.1 .196 .336 10.1
RUSF .310 .443 23.3 .647 .650 34.2 .050 .112 1.2
NOFSU .108 .346 14.3 -.0 7 8 -.0 5 9 .24 .671 .854 65.1
LOSUP .009 .194 4 .5 .286 .346 9 .7 -.1 6 4 -.0 4 5 .18
ISU .033 .118 1.7 .436 .610 30.1 -.1 8 6 -.1 8 3 2 .9
COWUl -.1 2 7 -.038 .11 -.013 .-103 .89 .253 -.0 9 4 .80
C0WU2 -.0 0 5 -.048 .24 .314 .204 3 ,4 .047 -.0 9 0 .71
C0WU3 .000 -.0 0 2 .000 .000 - .1 0 0 .81 .000 -.2 1 9 4 .3
NUS82 .390 .587 41.0 .315 .049 .16 .516 .314 8 .9
NOYIB -.0 5 9 .105 1.3 -.3 2 6 -.3 7 5 11.4 -.1 7 8 .252 5 .7
100.0 100.0 100.0
Criterion Set (Product Assortment)
NUPAS .891 .971 63 .7 .332 .402 18.2 - .1 4 6 -.2 9 5 26.7
NOMPL .259 .514 17 .8 .765 .682 52 .4 .227 .300 27 .6
COUSEl .119 .310 6 .5 .561 .393 17.3 .198 .242 18.1
COUSEZ .113 .421 12.0 .217 .193 4 .2 -.0 1 8 -.1 5 2 7 .1
COUSES -.0 1 2 .022 .000 -.4 7 0 .-245 6 .8 -.6 5 9 -.0 4 1 .61




products available for sale, and the percentage of electric-operated refrigera­
tors in the product line. The corresponding economic factors were the rate of 
usage o f the sources of funds, the use o f  computerized inventory system s, the 
number o f years in business, location o f major suppliers within the country of 
operations, and the extent of availability o f funds. For the third root, the 
assortment structure was associated with the number o f  models in the product 
line. This measure was linked with the number of firms' suppliers, the extent of 
availability o f funds, and the number o f units sold in 1982 in the predictor set.
The above findings indicate that in an economic environment marked by 
high level o f  demand, high availability o f  funds, high number of suppliers as in 
the United States, the assortment structure seems to be characterized by large 
number o f product available for sale, more product models, and a high percent 
of these products are  e lec tric -o p e ra ted . Two o ther economic situa tions that 
may be avaiable for such an assortment structure to occur are the location of 
major suppliers exclusively within the country of operation, and the use of 
computerized inventory system.
Results o f Factor Analyses o f Wholesalers' Perceptions o f the Influence of
Economic Variables on the Asortment Structure of the Firm
The results o f the factor analysis presented in Table 16 indicates low 
loadings for all but one of the five statem ents measuring the wholesalers' 
perceptions o f  the influence o f econom ic factors on their assortm ent structure.
The loadings seem  to be analogous to the conclusions reached in the canonical 
analysis earlier. The wholesalers did not perceive either the lack o f capital to 
buy products from the suppliers or insufficient credit line extended to the firms 
by their supplies as limiting factors in the number o f products available for 
sale. This tends to support the positive relationship found between the extent
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Table 16
FACTOR H: U.S. Wholesalers' Perceptions of the Influence o f  Economie 
Variables on the Assortment Structure o f  the Firm
Perceptual Measures Loadings
1. Lack of capital to buy products from -.0 9
suppliers lim it the number o f item s
for sale.
2. Number o f products available for sale - .0 1
limited by insufficient credit line.
3. Inadequate source of supply limits the .20
varie ty  o f products for sale.
4. Delay in product arriva l from suppliers .21
cause shortage of products for sale.
5. Some models are  not p ro fitab le , bu t are  .51
included in th e  product line due to  the
demand for them.
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o f availability o f sources o f funds, and the number o f products available for sale 
in the canonical analyses. The loadings also indicate that the wholesalers did 
not perceive inadequate source of supply and delay in product arrival from the 
suppliers as factors lim iting the numbers and the varieties o f the products 
available for sale. However, these wholesalers fe lt  that they include some not 
very profitable models in their product lines due to  the demand for them. This 
may explain why large numbers o f products available for sa le , and high number 
o f models in the product lines existed in the assortment structures of these 
firms due to the high demand for products, as found in the canonical analysis.
Results o f Canonical Correlational Analyses Between Economic Variables
and Market Coverage Measures for U.S. Wholesalers
Of the eight linear combinations that could be formed from the economic 
variables and the m arket coverage measures, two produced s ign ifican t co rre la ­
tion beyond th e  .05 level. The squared canonical co rre la tio n  in Table 17 
indicates that the amount o f variation in the market coverage that can be 
accounted for by the linear combinations reflecting econom ic variables were 
81.96 percent and 62.95 percent in the first and second linear combinations 
respectively. The total redundancy in the criterion se t (given the predictor set) 
shows that 21.06 percent o f  the variation in the market coverage can be 
accounted for by variation in the economic factors.
The canonical weights in Table 18 suggests that in the first linear 
combination, the number o f firm' suppliers and the rate o f usage o f sources of 
funds contributed most to  the relationship from the predictor se t (with weights 
above .30). In the second linear combination, the rank order o f  the contribution 
to the relationship was the number of units sold in 1982, the use of
Table 17
COMPONENTS OF REDUNDANCY MEASURE FOR THE ECONOMIC 
VARIABLES AND MARKET COVERAGE MEASURES OF U.S. WHOLESALE FIRMS
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RELATIONSHIPS BETWEEN ECONOMIC VARIABLES, MARKET COVERAGE MEASURES 









EAF - .0 1 1 .226 4 .0 .126 .431 12.1
RUSF .314 .517 34.2 .279 .517 17.4
NOFSU .671 .464 33 .9 -.346 -.1 9 0 2.3
LOSUP .210 .359 10.2 .075 .332 6 .8
ISU -.1 1 5 -.0 0 6 .000 .377 .529 18.3
COWUl -.0 6 0 .067 .32 .050 .076 .39
C0WU2 .019 -.0 0 6 .000 -.085 .008 .000
C0WU3 .000 -.0 9 8 .80 .000 -.131 1.1
NUS82 .219 .236 4 .4 .565 .739 35.6
NUS82 .183 .391 12.1 .298 .303 6 .0
1ÔÔTÏÏ lOôTiï
Criterion Set (Market Coverage)
EGO .075 .327 11.8 .365 .565 30.9
NOLOC ,462 .788 68.5 .585 .461 20.6
EEMAl -1 .8 5 -.1 8 4 3 .7 -1 .65 -.1 3 4 1.7
EEMA2 -1 .5 7 -.0 2 5 .000 -1 .05 -.226 4 .9
EEMA3 1.27 .126 1.8 1.55 .557 30.0
EEMA4 1.19 .318 11.1 1.26 .303 8 .9
COIMCl -.0 4 6 .072 . 55 .191 .142 1 .9
C01MC2 -.1 1 2 -.1 2 1 1.7 .028 -.031 .000
C0IMC3 .000 .090 .88 ,000 -.100 .97
100.0 100.0
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computerized inventory system, and the number o f firms' suppliers. The 
weights for the first linear combination in the criterion set indicate that the 
rank order o f the contribution to the relationship by the market coverage
measures was the extent of emphasis placed on products, the extent o f  
emphasis placed on price, the extent o f  emphasis placed on promotional 
activities, the extent o f emphasis placed on distrubtion activ ities, and the 
number o f  firms' location. In the second linear combination, the sam e measures 
as in the first combination, with the addition o f the extent o f regional 
operations, contributed most to the relationship.
According to the loadings, the first root for the market coverage 
measures was associated with the number o f firms' locations, the extent of 
regional operations, and the extent o f  emphasis placed on distribution 
ac tiv ities . These were related to  th e  econom ic factors of the  ra te  o f use of 
various sources o f funds, the number o f firm s' suppliers, the  num ber o f years in 
business, and the location of the firms' major suppliers exclusively within the  
country o f operation. The second root was associated with the extent o f  
regional operations, the extent o f  emphasis placed on promotional activ ities, 
the number of firms' locations, and the extent o f emphasis placed on 
distribution activ ities. These were linked with the economic factors o f the 
number o f  units sold in 1982, the use o f computerized inventory system , the 
rate o f use o f various sources of funds, the exten t o f availability of funds, the 
location o f the firms' major suppliers exclusively within the country of 
operation, and the number o f years in business.
Although other variables and relationships could have been involved, it 
seem s reasonable to make some inferences from the findings above. It can be 
stated that in an economic environment characterized by high demand for the
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products, higher usage o f computerized inventory system , high existence and 
usage o f  various sources o f funds, more location o f major suppliers exclusively  
within the country of operation, and firms with more years in business, the
wholesale firms tend to  have more number o f locations, higher extent o f  
regional operations, and place more emphasis on both promotion and distrubtion 
activities.
Results o f  Factor Analyses of Wholesalers' Perceptions of the Influence of
Economic Variables on the Extent of Market Coverage by the Firm
None o f the loadings presented in Table 18 for the measures o f the 
wholesalers' perceptions o f  the influence o f  economic variables on the extent of 
market coverage by the firm was significant beyond .50 level. The wholesalers 
did not perceive the lack o f capital as a limiting factor to the number o f new 
fac ilitie s  the firm  can se t up, neither did the firms re s tr ic t their operations to  
urban areas in order to avoid the high cost of servicing rural markets. These 
perceptions seem  to be in line with the high association found in the canonical 
analysis between the extent o f  availability of sources of funds, the extent of 
usage o f funds, and the market coverage measures o f the number o f locations 
and the extent o f  regional operations.
However, the wholesalers fe lt that in most cases, their suppliers stipulate 
where the products are sold, although, this did not seem to  have a significant 
e ffe c t  on the extent o f their market coverage. Finally, the relatively high 
loading obtained for the last perceptual measure can be interpreted here as an 
association between the level o f demand and the extent o f  geographic 
operations, which is in line with the findings in the earlier analyses.
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Table 19
FACTOR ni; U.S. Wholesalers' Perceptions o f the Influence o f Economic 
Variables on the Extent o f Market Coverage by the Firm
Perceptual Measures Loadings
1. Inability to se t up new facilities .14
due to lack of cap ita l
2. R estrict operations to urban areas to .24
avoid the high cost o f servicing
rural markets.
3. Suppliers stipulate where the products .47
may be sold.
4. D istribution can te rs are re s tr ic te d  .36
to a reas with highest demand.
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Results o f Canonical Correlational Analyses Between Technological
Variables and Size Measure for U.S. Wholesalers
In Table 20 are presented the components o f  the redundancy measure for 
the technological variables and the size measures. Of aU the four linear 
combinations that could be formed from these two sets, tw o produced 
significant correlation beyond the .05 leveL The squared canonical correlation 
(R^) indicates that 36.17 percent o f the variation in the first linear combination 
reflecting the size  o f  the firm can be accounted for by variation in the linear 
combination reflecting the technological variables. For the second significant 
Unear combination, 26.12 percent of the variation reflecting size was accounted 
for by variation in the linear combination reflecting the technological variables. 
The total redundancy in the criterion set (given the predictor set) indicates that 
13.53 p ercen t o f the variation  in the  size  m easure can be accounted for by 
covariation in the technological variables. The second canonical roo t 
contributed most of the shared variation between these sets o f variables, 
accounting for 71.9 percent of the to ta l redundancy.
The rank order o f technological factors contributing to  the relationship in 
the first Unear combination as shown in Table 21 was the rate o f usage of  
carriers for tran^orting the largest amounts of the products, the extent o f  
usage o f communication facilities in contacting manufacturers or retailers, and 
the extent o f availabiUty o f carriers. In the second combination, the rank order 
o f contribution was the extent o f usage o f  communication facu lties, the extent 
o f availabiUty o f carriers, and the extent o f  availabiUty o f  communication 
facilities. For the criterion set, the rank order of contribution to the 
relationship in the first combination was the total number of employment, the 
number of em ployees referred to 'others', the number o f salespeople with four-
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year college degree, the number o f  salespeople in the firm, the amount of net 
sales in 1982, the number o f departments or working units, and the number o f  
managerial em ployees (with weights above .30). In the second combination, aU 
these measures, with the exceptions o f the amount o f  net sa les in 1982, and the 
number o f departments or working units had weightings above .30.
Using the loadings, the first canonical root for the s ize  o f the firm was 
associated with the amount o f net sales in 1982, the number of departments or 
working units, and the number o f  salespeople with four-year college degree. 
These were linked to aU the four technological variables used in this study. 
These loadings indicated a negative association betw een the extent o f  
availability of communication facilities, the extent o f availability of carriers, 
and the size of the firm. However, while a relatively negative availability of 
carriers in th e  com bination ecnti’ibuted to a  high value in th e  firs t size  varia te , 
one cannot conclude that the existence o f less carriers to transport the 
products sold results to high number o f departments o f working units in the 
wholesale firm. Rather, in this instance, the extent o f availability o f  carriers is 
considerably a less determinant than are other technological variables. The 
second root was associated with the total number o f  employment, less cler ical 
employees, the number of departments or working units, the number of 
salespeople with four-year coUege degree, less number o f salespeople, and the 
amount o f net sales in 1982. These were related to the technological variables 
of low availability o f communication facilities, the extent o f usage of 
communication facilities, a low availability o f carriers, and the extent of usage 
o f carriers.
In both canonical roots, the extent of availability of carriers and 
communication facilities were considerably less determinants o f the firms size.
■fable 20
COMPONENTS OF REDUNDANCY MEASURE FOR THE TECHNOLOGICAL 
VARIABLES AND SIZE MEASURES OF U.S. WHOLESALE FIRMS


























































RELATIONSHIPS BETWEEN THE TECHNOLOGICAL VARIABLES, SIZE MEASURES, 




Weight Loadings EL^ Weight Loadings EL^
Predictor Set (Technology)
AMCMR -.2 0 6 -.3 7 5 9 .6 .550 .318 7 .9
EUCMR .574 .875 52.1 -.010 .610 28.7
CAVAL -.5 5 1 -.546 20.2 -.5 5 2 -.7 7 4 46.3
CASAL .629 .517 18.1 .200 .472 17.2
100.0 100.0
Criterion Set (Size)
NODSZl .424 .367 22.6 .111 .503 13.8
N0ESZ2 3.3 .135 3 .0 2.3 .740 29 .2
COPESZl -.387 -.2 3 2 9 .0 2 .0 .213 2 .4
COESZ2 -.2 2 3 .016 .000 -4 .4 - .6 9 5 25 .8
C0ESZ3 1.1 .174 5.0 -2 .8 - .4 1 9 9 .4
C0ESZ4 -2 .6 -.2 6 3 11.6 1 .9 .218 2.6
NOSFYCO 1.2 .324 17.6 .944 .462 11.4




FACTOR IV: U.S. Wholesalers' Perceptions of the Influence of
Technological Variables on the Size o f the Firm
Perceptual Measures Loadings
1. Loss of sales due to poor delivery .09
by motor carriers.
2. Lack of fast delivery services for . 17
emergency shipments.
3. Salespeople are required to have college .57
degree at the tim e of employment.
4. Inability to inform custom ers about the .38
products through media advertisem en t
lim its the am ount of sales.
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Rather, in such technological environment as in the United States with the high 
rate o f usage o f  communication facilities and carriers, the wholesale firms tend 
to have more departments or working units, more number o f to ta l employment, 
more salespeople with four-year coUege degrees, and higher sales.
Results o f Factor Analyses of Wholesalers' Perceptions o f  the Difluence of
Technological Variables and the Size of the Firm
The results o f the factor analysis in Table 22 show that only one o f the 
four loadings presented was significant beyond the .50 le v e l The wholesalers 
do not perceive the firms losing sales due to poor delivery by motor carriers or 
by not being able to provide emergency shipments. This seem s to be in line 
with the findings in the earlier analyses where the extent of usage o f carriers in 
transporting the products sold showed positive relationship with the size o f the 
firms. The wholesalers fe lt that relatively they are unable to inform all their 
customers about the products in their product line through media advertisment. 
This may be accounted for by the fact that most of the firms immediate 
customers are sub-wholesalers and retailers which can be reached more 
effectively  through contacts by salespeople. Finally, the wholesalers perceived  
their firms requiring salespeople to have college degrees at the time of 
employment. This may explain the significant association found between  
technological variables, and the number o f salespeople with four-year college  
degree.
Results of Canoncial Correlational Analyses Between Technological
Variables and Assortment Structure Measures for U.S. Wholesalers
The components o f the redundancy measure o f the technological variables 
and the s ize  o f  the firm are presented in Table 23. None of the four canonical 
correlation coeffic ien ts formed from the linear combinations o f these sets of
I l l
variables produced significant relationship beyond the .05 level. It was stated  
earlier in this study that no further analysis w ill be made whenever there is no 
significant correlation. However, it wül be necessary in this instance to make a 
brief comm ent on the contributions o f each variable to  the relationships in the 
highest linear combination.
As Table 24 indicates, the rank order o f the technological factors 
contributing to  the relationship in this first linear combination was the rate o f  
usage o f carriers, the extent of availability o f carriers, the rate o f usage of 
communication facilities, and the extent o f  availability o f  communication 
facilities. In the criterion set, the rank order was the percentage of e lectr ic-  
operated air conditioners in the product lines, the percentage of gas-operated  
air conditioners in the product lines, and the number o f models in the product 
line. The loadings ind ica te  th a t this f irs t root was associated 7/ith low 
percentage o f electric-operated air conditioners in the product lines, the 
number o f models in the product line, low percentage of electric-operated  
refrigerators in the product lines, and the number of units presently available 
for sale. The related technological variables were low use of carriers, low  
availability o f carriers, the extent of availability of communication facilities, 
and the extent o f usage o f  communication facilities.
Results o f Factor Analyses o f Wholesalers' Perceptions o f  the Influence of
Technological Variables on the Assortment Structure of the Firm
Table 24 shows that none o f  the three loadings obtained is significant 
beyond the .05 level, indicating that the wholesalers did not perceive 
technological factors having any influence on their assortment structure. 
According to these wholesalers, product delivery from suppliers is not delayed  
by the lack o f  adequate motor carriers and/or railroad systems, nor is the
Table 23
COMPONENTS OF REDUNDANCY MEASURE FOR TECHNOLOGICAL 
VARIABLE AND ASSORTMENT STRUCTURE MEASURES FOR U.S. WHOLESALE FIRMS
Relationship Canonical R Variance extracted  VP or VC
Redundancy
(R%)






















































RELATIONSHIPS BETWEEN TECHNOLOGICAL VARIABLES, ASSORTMENT STRUCTORE 







AMCMR -.3 1 9 -.4 1 0 13.1
EUCMR -.427 -.3 9 5 12.2
CAVAL .428 .715 40.1
CABAL .1)94 .564 34.5
100.0
H-»W
Criterion Set (Product Assortment)
NUPAS .210 .386 12.0
NOM PL .328 .560 25.2
COUSEl -.267 -.5 3 7 23.2
C0USE2 -.7 4 2 -.5 7 6 36.7
COUSE3 .019 -.0 4 1 .16




FACTOR V; U.S. Wholesalers' Perceptions of the Influence of 
Technological Variables on the Assortment Structure o f the Firm
Perceptual Measures Loadings
1. Product delivery from suppliers delayed .17
by the lack of adequate motor carriers
and/or railroad system s.
2. Inadequate telephone and telegraph facilities .10
to inform suppliers about sudden changes
in consumer demand.
3. Variety of items for sale limited by the .00
inability  of suppliers to inform the  firm 
abou t new orcduets.
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number and variety o f item s they sell limited by inadequate telephone and 
telegraph facilities to  contact the suppliers.
Although, the findings in the factor analysis are in line with the loadings 
found for the various predictor and criterion measures, no statem ents o f the 
extent o f  the significance o f  these findings can be made in this analysis because 
no significant association was found in the canonical analyses.
Results o f  Canonical Correlational Analyses Between Technological
Variables and Market Coverage Measures for U.S. Wholesalers
Table 26 presents the components o f the redundancy measure for the 
technological variables and the market coverage measures. Of aU the four 
linear combinations, two produced significant correlation beyond the .05 level. 
In the first linear combination, 46.4 percent of the variation reflecting the 
m arket coverage m easures can  be accounted  for by variation  in the linear 
combination reflecting the technological variables, and 25.1 percent in the 
second linear combinations. The total redundancy in the criterion set (given the 
predictor set) shows that 28.3 percent o f  the variation in the market coverage 
measures can be accounted for by covariation in the technological factors.
The rank order of the technological variables contributing to the relation­
ship in the first combination in Table 27 was the extent o f  availability of 
communication facilities, the extent o f  usage of communication facilities, and 
the rate o f usage o f carriers to transport the largest amounts of the products. 
In the second combination, the extent o f  availability of carriers, and the extent 
of usage o f  communication facilities contributed most to the relationship. In 
the criterion set, the rank order of the contribution was the extent o f emphasis 
placed on price, the extent o f emphasis placed on product, the number of firms' 
locations, and extent o f  emphasis placed on distributions. In the second
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combination, the rank order was the extent o f emphasis placed on product, the 
extent of emphasis placed on price, the extent of emphasis placed on 
promotional activ ities, and the extent o f emphasis placed on distribution 
activ ities.
The loadings indicate that the first root for the criterion se t was 
associated with the extent o f  emphasis placed on distribution activ ities, the 
number o f firm's locations, low emphasis on price, the extent o f local and 
regional operations, and the low emphasis on products. These measures were 
related to the extent o f availability of communication facilities, the extent of 
usage o f  communication facilities, and the rate of usage o f carriers. The 
second root was associated with the extent of emphasis placed on promotional 
activ ities, and the extent o f emphasis placed on distribution activ ities. These 
were linked w ith th e  ex ten t o f availab ility  of carriers , and the ex ten t of usage 
o f communication facilities.
The implication here is that in an environment with higher availability of 
communication facilities, higher availability o f carriers, high rate o f usage of 
communication facilities, and high rate of usage of carriers, the firms tend to 
have more regional operations, more number o f locations, put more emphasis on 
promotional and distribution activ ities.
Results o f Factor Analyses o f Wholesalers' Perceptions o f  the Influence of
Technological Variables and the Extent of Market Coverage by the Firm
Of the four loadings presented in Table 28 for the perceptual measures, 
none was significant at the .50 leveL However, three had relatively high 
loadings. The wholesalers did not perceive their firms locating only in areas 
with transportation facilities and equipment. This may be because of the high 
availability o f  carriers and other transportation facilities found in the earlier
Table 26
COMPONENTS OF REDUNDANCY MEASURE FOR TECHNOLOGICAL 
VARIABLES AND MARKET COVERAGE MEASURES OF U.S. WHOLESALE FIRMS


























































RELATIONSHIPS BETWEEN THE TECHNOLOGICAL VARIABLES, SIZE MEASURES, 









Predictor Set (Technology) 
AMCMR 1.18 .892 73 .8 -.1 5 6 .088 .95
EUCMR .542 .392 14.3 .576 .577 39.7
CAVAL -.2 9 4 .168 2 .6 .963 .705 59.3
CABAL .496 .316 9 .3 .221 .005 .000






NOLOC .436 .545 21 .0 .271 -.1 2 3 3 .5
EEMAl -.4 4 6 -.3 4 9 8 .6 -2 .59 -.1 2 0 3 .2
EEMA2 -.5 6 1 -.442 13.8 -2 .31 -.073 1.2
EEMA3 -.2 1 4 .265 5.0 2.09 .461 49.4
EEMA4 .410 .693 34.0 1 .76 .305 20.7
COIMCl .292 .251 4 .5 - .1 0 2 -.1 7 6 7 .4
COIMC2 -.1 0 1 -.126 1 .1 .036 .203 9 .5




FACTOR VI: U.S. Wholesalers' Perceptions of the Influence of
Technological Variables on the Extent o f Market Coverage by the Firm
Perceptual Measures Loadings
1. Locates only in areas with transportation .46
facilities and equipment.
2. R estricts operations to urban areas due to -.3 1
inadequate highway and railroad systems.
3. Setting up establishments only in areas with -.1 0
fast and dependable communication facilities.
4. C oncen tra tes operations in a reas  v/ith mass .33
com m unication media.
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analysis. The fact that shortages did not exist in these facilities is evidenced  
by the relatively high negative loading obtained for the second perceptual 
measure as the wholesalers did not perceive the extent o f  availability of
transportation facilities to be inadequate. The firms do not se t up new 
establishments only in areas with fast and dependable communication facilities, 
which explains why there existed more regional market coverage among these 
firms. However, there are higher concentration o f  these operations in areas 
with mass communication media.
Results o f Csmonical Correlational Analyses Between Socio-Cultural
Variables and Size Measures for U.S. Wholesalers
Of the three linear combinations that could be formed from the socio­
cultural variables and the size  measures in Table 29, one produced significant 
correlation beyond the .05 level. The squared canonical correlation for the 
significant linear combination reflecting size  can be accounted for by variation 
in the linear combination reflecting the socio-cultural variables. The total 
redundancy in the criterion se t (given the predictor set) indicates that 9.41 
percent o f the variation in the size  measures can be accounted for by 
covariation in the socio-cultural factors. It should be noted that 62.5 percent 
of the shared variance in this se t can be accounted for by the first and the only 
statistically significant correlation.
The weights for the predictor se t in Table 30 indicate that the rank order 
of the socio-cultural factors contributing to the relationship was the level of 
enforcement o f  government regulations, and the extent o f ex istence of these 
regulations. In the criterion set, the rank order was the number o f clerical 
employees, the number of salespeople with four-year college degree, the total 
number of employees, the number o f salespeople, number of managerial 
employees, and the number o f employees referred to as 'others'.
Table 29
COMPONENTS OF REDUNDANCY MEASURE FOR THE SOCIO-CULTURAL VARIABLES 
AND SIZE MEASURES OF U.S. WHOLESALE FIRMS














































RELATIONSHIPS BEI'WEEN THE SOCIO-CULTURAL VARIABLES,







EXGRE -.2 8 2 -.1 4 8 2.1
LEGOR 1.58 .862 71.2
LICE .709 .527 26.7
100.0
Criterion Set (Size)
NODSZl .278 .337 11.0
NODSZ2 3.47 .447 19.4
COESZl -.9 5 4 -.0 8 2 .60
C0ESZ2 -6 .1 7 -.4 0 5 15 .9
COESZ3 1.6 .387 14.6
C0ESZ4 -.416 -.0 9 6 1 .9
NOSFYCO 3.56 .582 32 .2
ANS82 -.0 7 4 .212 4 .4
100.0
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Using the loadings, the s ize  o f the firm was associated with the number of 
sa le^ eop le  with four-year college degree, the to ta l number o f  employees, less 
number o f c ler ica l em ployees, the number o f salespeople, and the number of  
departments or working units. These were related to  the level o f government 
regulations and the leve l o f im pwtance o f customer expectations. Although 
other variables and relationships could have been involved, it  can be deduced 
from the findings above that in an environment with high expectations of 
services by the custom ers, and high level o f government regulations, the  
wholesale firms tend to have more departments or working units, higher number 
o f em ployees, more number o f salespeople, and more salespeople with four-year 
college degree.
Results o f Factor Analysis of Wholesalers' Perceptions o f the Influence of
S ocio-C ultural V ariables on the Size o f th e  Firm
The loading for the firs t percep tual m easure p resen ted  in Table 31 
ind icates th a t the  w holesalers did not perceive governm ent economic 
restrictions as lim iting factors to  the location o f their facilities. Rather, 
government regulations have positive relationships with the size of the firm, as 
seen in the canonical anaysis. One explanation for this may be that in an effort 
to assume a better posture to handle the pressure caused by increased 
regulations, the firms establish more departments or working units. The loading 
for the second perceptual measure indicates that the wholesalers do fee l that 
the composition o f th e  firms' employees is determined to some extent by 
government regulations. The wholesalers fe lt  that the firms establish more 
departments to handle customers' service requirements, and require their 
salespeople to undergo special trainings to be able to provide product 
information. This explains the high number of departments or working units.
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Table 31
FACTOR \TI: U.S. Wholesalers' Perceotions o f the Influence o f Socio­
cultural Variables on the Size o f the Firm
Perceptual Measures- Loadings
1. Location of fa c ilities  are lim ited by .01
government econom ic restrictions.
2. Government regulations determine the .34
composition o f firms' employees.
3. Establish departments to  handle customers' .58
service requirements.
4. Salespeople undergo special training to be .53
able to provide product inform ation.
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and the high number o f salespeople with four-year co llege degree found in the 
earlier analysis.
Results o f  Canonical Correlational Analyses Between Socio-Cultural
Variables and Assortment Structure Measures for U.S. Wholesalers
The components o f the redundancy measure presented in Table 32 
indicates that two o f  the three linear combinations formed from the socio­
cultural variables and the assortment structure measures were statistically  
significant beyond the .05 level. The squared canonical correlation shows that 
38.61 percent, and 27.26 percent of the variation in the first and second linear 
combinations reflecting  assortment respectively, can be accounted for by 
variation in the alternate linear combinations reflecting the socio-cultural 
variables. The to ta l redundancy in the criterion se t  (given the predictor set) 
was .1515, w ith the f irs t canonical roo t contributing  52.9 percen t of this shared 
variance.
The rank order o f the weights for the socio-cultural variables contributing 
to the relationship in the first linear combination shown in Table 33 was the 
extent o f  existence o f  government regulations, and the level o f enforcement of  
these regulations. The rank order in the second combination was the level o f  
enforcem ent o f government regulations, the leve l o f  importance of customer 
expectations, and the exten t o f existence o f government regulations. In the 
criterion set, only one measure; the number o f models in the product line had a 
weight above .30, in the first linear combination. In the second combination, 
the rank order was the percentage of electric-operated  air conditioners, the 
percentage of electric-operated  refrigerators, and the percentage of gas- 
operated air conditioners in the product lines.
126
The loadings indicate that for the assortment structure measures, the 
first root was associated with the number o f models in the product Une, and the 
number of units presently available for sale. The related socio-cultural 
variables were the extent o f existence o f  government regulations, and the level 
of importance o f  custom er expectations. The second root was associated with 
the percentage o f  electric-operated air conditioners in the product Unes, the 
percentage o f electric-operated  refrigerators in the product line, and the 
number of models in the product Une. These were Unked to  aU the socio­
cultural variables in the order of the level of enforcem ent o f government 
regulations, the extent o f existence of these regulations, and the level of 
impcftance of customer expectations.
Tha above findings indicate  th a t in an environm ent m arked with high 
availability  of governm ent regulations, high level o f governm ent regulations, 
and high level o f customer expectations, the assortment structure of the 
wholesale firms tend to include large product assortments, high number of 
products available for sale, large number of electric-operated air conditioners, 
and large number o f electric-operated  refrigerators.
Results o f Factor Analysis of Wholesalers' Perceptions o f  the Influence of
Socio-Cultural Variables on the Assortment Structure of the Firm
Of the four loadings presented in Table 34 for these perceptual measures, 
three are relatively high, with one being significant at the .50 level. The 
wholesalers fe lt that the safety  o f the products carried in their product lines is 
mandated by government regulations, which may explain why there existed high 
perceptions among these wholesalers that the firms restrict their product lines 
to products that are warranteed by the manufacturers. The wholesalers did 
perceive their suppliers restricting sales to the firms on the condition that the
Table 32
COMPONENTS OF REDUNDANCY MEASURE FOR THE SOCIO-CULTURAL VARIABLES AND 
ASSORTMENT STRUCTURE MEASURES OF U.S. WHOLESALE FIRMS














































RELATIONSHIPS BETWEEN SOCIO-CULTURAL VARIABLES, ASSORTMENT STRUCTURE, 




Weight Loadings EL^ Weight Loadings EL^
Predictor Set (Soeio-Cultural)
EXGRE 1.86 .534 69 .2 .435 .660 27 .8
LEGOR -1 .6 0  .047 .50 1.13 .856 46 .8
LICE .229 .353 30.3 .508 .631 25 .4
100.0 100.0
Criterion Set (Product Assortment)
NUPAS .289 .567 25 .8 -.150 -.047 .17
NOMPL .888 .928 69.1 .125 .467 18.9
COUSEl .212 - .0 7 8 .48 .605 .525 23 .9
COUSEZ .097 .197 3 .1 .916 .802 55.6
COUSES -.0 4 3  -.1 1 2 1 .0 -.003 -.0 1 7 .000




FACTOR Vni: U.S. Wholesalers' Perceptions o f the Influence of Soeio- 
Cultural Variables on the Assortment Structure o f the Firm
Perceptual Measures Loadings
1. Government regulates product safety . .42
2. Suppliers are legally restricted to seE .29
only on the condition that the firm
purchases other products.
3. R estricts product Enes to products that are .45
warranteed by the manufacturers.
4. Adds loYJ pro fit item s to  the  product lines to .68
m aintain a eom olete line o f merchandise.
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firms purchase other products. However, this does not seem to lim it the 
number o f varieties o f  products available for sale. The high availability of 
product models found in the earlier analyses seem  to be in line which the 
wholesalers' perception that tne firms add low profit item s to their product 
lines to maintain a com plete line o f merchandise.
Results o f Canonical Correlational Analysis Between Socio-Cultural
Variables and Market Coverage Measures for U.S. Wholesalers
Of the three linear combinations formed from the socio-cultural variables 
and the market coverage measures in Table 35, none produced significant 
correlation beyond the .50 level. However, it  w ill be necessary to make a brief 
comment on the contributions o f  the predictor and criterion sets to the 
relationships that existed.
The to ta l redundancy in the c rite rion  s e t (given the  p red ic to r sat) showed 
th a t only a sm all am ount of the variation  in th e  m arket coverage (2 percent) 
can be accounted  for by covariation  in the socio -cu ltu ra l fac to rs. In Table 35, 
the rank order o f the socio-cultural variables contributing to the relationship 
was the level o f enforcem ent o f government regulations, and the extent of 
existence o f  government regulations (with weights above .30). In the criterion 
set, aU the four measures showing the extent o f emphasis placed on marketing 
activities, the number o f firms' locations, and the percent o f sales to sub­
wholesalers, contributed most to the relationship. The loadings show that low 
emphasis on promotion activ ities was related (though not significantly) to the 
level of enforcem ent o f government regulations.
'M lle  35
COMPONENTS OF REDUNDANCY MEASURE FOR THE SOCIO-CULTURAL VARIABLES 
AND MARKET COVERAGE MEASURES OF U.S. WHOLESALE FIRMS
Relationship Canonical R R Variance extracted  VP or VC
Redundancy
(R^)











































RELATIONSHIPS BETWEEN SOCIO-CULTURAL VARIABLES, MARKET COVERAGE








EXGRE -1 .86 -.1 7 3 17.5
LEGOR 1.90 .338 66.7
LICE .229 .163 15.8
100.0
Criterion Set (Market Coverage)
EGO .018 .153 5 .2
NOLOC -.570 -.1 4 0 4 .5
EEMAl -2 .5 4 .083 1 .6
EEMA2 -2 .16 .163 6.1
EEMA3 -2 .11 -.5 0 5 57.3
EEMA4 -1 .65 -.2 2 4 11.2
COIMCl .327 .213 10.1
C0IMC2 .259 -.077 1.3
C01MC3 .000 -.108 2.7
100.0
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Results o f  Factor Analysis o f Wholesalers' Perceptions of the Influence o f 
Soeio-Cultural Variables on the Extent o f Market Coverage by the Firm
Although the canonical analysis did not produce any significant correla­
tion between the socio-cultural variables and the extent of market coverage, 
the loadings for the perceptual measures presented in Table 37 indicate that the 
wholesalers perceive som e socio-cultural factors influencing the extent o f their 
market coverage. The wholesalers fee l that to  some extent, laws against resale 
restrictions prevent their suppliers from stipulating where and to whom the 
products are sold. However, these firms se ll more through selected  retailers or 
sub-wholesalers in an effort to m axim ize their product quality image. Finally, 
there was little  or no perception o f  rules and regulations set by some sta tes  
preventing the firm from operating in those states. These findings parallel the 
indications by the  loadings in the canonical analysis, however, no s ta tem en t will 
be made here regarding their significance with regard to th e  extent of 




FACTOR IX: U.S. Wholesalers' Perceptions of the Influence of Soeio-
Cultural Variables on the Extent o f Market Coverage by the Firm
Perceptual Measures Loadings
1. Laws against resale restrictions prevent .38
suppliers from stipulating where and to
whom the products are sold.
2. Rules and regulations se t by som e sta te s  .02
prevent the firm from operating in those
states.
3. Sells through selected  retailers or sub- .45
wholesalers to m axim ize quality  im age.
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R esults o f the Split Sample Analysis o f  the Canonical Weights and the 
Factor Loadings for U.S. Wholesalers
The results of the split samples o f U.S. wholesalers indicate that the 
canonical weights (Table 38) and their signs are relatively stable, with five  
variables in the sub samples having signs d ifferent from the ones computed in 
the total sample. The factor loadings from total and split sam ples of U.S. 
wholesalers presented in Table 39 showed a high stability for the sample. Only 
three variables had signs in the subsamples d ifferent from the ones computed in 
the to ta l sample.
Results o f Canonical Correlations Analyses Between Economic Variables 
and Size Measures for Nigerian Wholesalers
The components of the redundancy measure for the economic factors 
(predictor set), and the size measures (criterion set) are presented in Table 40. 
Of the eight linear combinations that could be formed from the economic 
variables and the size  measures, five produced significant correlation beyond 
the .05 level. The squared canonical correlation (R^) indicate that 86.28 
percent o f the variation in the first linear combination reflecting size  can be 
accounted for by variation in the linear combination reflecting the economic 
variables, 69.26 percent for the second linear combination, 50.14 percent for 
the third combination, 45.10 percent for the forth combination, and 27.14 
percent for the fifth. The total redundancy in the criterion se t (given the 
predictor set) was .5388, indicating the 53.88 percent o f the variation in the 
size  measures of the wholesalers can be accounted for by covariation in the 
economic factors. A high proportion of the shared variance in this set was 
accounted for by the second canonical root (51.1%).
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Table 38
RESULTS OF THE SPLIT-SAMPLE ANALYSIS OF THE CANONICAL 
WEIGHTS FOR UNITED STATES WHOLESALERS
EAF -.026 -.277 -.1 2 4
RUSF .494 .128 .301
NOFSU .470 .334 .511
LOSUP -.3 3 3 .015 -.2 1 9
ISU .401 .249 .118
COWUl .189 .233 .346
C0WU2 -.0 4 5 -.0 8 1 .034
C0WU3 -.1 8 9 -.330 -.4 8 1
NUS82 .938 .885 .545
NOYIB .163 .125 .208
AMCMR -.3 6 0 -.154 -.0 7 5
EUCMR .384 .219 .102
CAVAL -.1 3 2 -.141 -.103
CASAL .265 .293 .322
EXGRS -.2 9 0 .048 -.378
LEG OR - .379 -.403 - .  G33
LICE .073 .083 .076
Criterion Set
NODZl .591 .342 .477
N0ESZ2 .395 -.158 .422
COESZl .549 .620 .940
C0ESZ2 3.93 .824 .543
C0ESZ3 2.61 .721 .497
C0ESZ4 .000 .000 .000
NOSFYCO .189 .064 .035
ANS82 .651 .654 .309
NUPAS .228 .313 -.2 6 3
NOMPL .346 .296 .184
COUSEl -.0 4 4 -.192 -.128
C0USE2 -.0 2 4 -.078 -.0 9 3
C0USE3 .193 .346 .160
C0USE4 -.027 -.2 7 0 -.0 8 7
EGO -.349 -.235 -.1 3 1
NOLOC .415 .176 .389
EEMAl -.1 6 0 -.976 -1 .23
EEMA2 -2 .6 2 -.742 -1 .2 3
EEMA3 1.36 1.48 1 .24
EEMA4 .325 .194 .208
COIMCl .335 .327 .224
C0IMC2 .388 .209 .120
C0IMC3 .000 .000 .000
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Table 39
Factor Loadings from Total and Split Samples of U.S. Wholesalers
ECOSZl .S4 .29 .16
EC0SZ2 .53 .41 .35
ECOSZ3 .29 .IS .23
ECOSZ4 -.0 5 -.0 5 - .1 0
ECOSZ5 .02 .01 .02
ECOASl - .0 9 - .1 9 - .0 8
EC0AS2 -.0 1 -.0 2 - .1 4
EC0AS3 .20 .16 .38
EC0AS4 .21 .15 .23
EC0AS5 .51 .31 .52
BCOMCl .14 -.1 5 .08
EC0MC2 .24 .21 .18
EC0M3 .47 .41 .31
EC0M4 .30 .23 .10
TECSZl .09 .08 - .0 6
TECSZ2 .17 .19 .10
TECSZ3 .57 .45 .39
TECSZ4 .38 .42 .24
TECASl .17 .21 .13
TECAS2 .10 .11 .08
TEC ASS .00 .01 .04
TECCOl .46 .51 .39
TECC02 - .  31 -.48 - .2 2
TECC03 - .1 0 -.1 8 - .2 9
TECC04 .33 .26 .23
SCOSZl .01 .19 .22
SC0SZ2 .34 .48 .32
SC0SZ3 .58 .46 .54
SC0SZ4 .53 .35 .41
SCOASl .42 .31 .58
SC0AS2 .29 .24 .18
SCO ASS .45 .28 .34
SC0AS4 .68 .71 .60
SCOCOl .38 .33 .12
SC 0C 02 .02 .13 - .0 7
SCOCOS .45 .42 .37
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The rank order o f the weights for the economic factors contributing to 
the relationship in the first linear combination as shown in Table 41 was the 
number o f  units sold in 1982, the number o f firms' suppliers, the percentage of
owned warehouses, the extent o f  availability o f funds, the use o f  manual 
inventory system s, the percentage o f  leased warehouses, and the rate o f usage 
o f various sources o f  fund. The rank order o f size  measures contributing to the 
relationship was the to ta l number o f  employment, the number o f salespeople, 
the number o f em ployees classified  as 'others', the number of clerical 
employees, and the number o f managerial employees. All the measures 
specified above contributed to the relationship in the second and third 
combinations, although in different rank orders.
Using the loadings, the first canonical root for the size  of the firm was 
associated  w ith low num ber of em ployees re fe rred  to as 'o thers', low number of 
total employees, and low number of managerial employees. These were related  
to low usage o f  rented warehouses, low number o f units sold in 1982, low 
availability o f  sources o f  fund, high, usage o f  owned warehouses, and lower rate 
of using the various sources o f funds. The second root was associate with low 
total employment, lower number of em ployees in aU categories, low number of 
employees with four-year college degree, higher number o f working units, and 
low sales in 1982. These were related to the number o f  years in business, the 
use o f manual inventory system, the amount of units sold in 1982, the number 
of firms' suppliers, and the rate o f usage o f the sources o f fund. In the third 
root, higher number o f  working units or departments, low number of salespeople 
with college degree, and low sales in 1982, were associated with the location of 
major suppliers exclusively outside the country of operation, low number of 
firms' suppliers, and low number o f units sold in 1982.
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Although other variables and relationship could have been involved, it 
seem s reasonable to sta te  that in an economic environment as in Nigeria with 
low availability of sources of fund, low usage of sources of funds, less demand
for the products, fewer number o f  suppliers, relatively younger firms, increased 
location o f major suppliers exclusively outside the country o f operation, and 
high use o f manual inventory system , the organizational structure of the firms 
with regard to their s ize  tend to  have lower number of em ployees in aU 
categories, low number of salespeople with four-year college degree, low sales 
in 1982, and higher number o f working units or departments.
Results of Factor Analyses of Wholesalers' Perceptions o f the Influence of
Economic Variables on the Size of the Firm
The results o f  the factor analyses o f wholesalers' perceptions presented in 
Table 42 indicate th a t these w holesalers perceive the lack of cap ita l as a 
constrain t to the num ber of salespeople th e  firm can employ. However, they do 
not highly perceive the lack of capital to build and maintain warehouses as 
reason for not owning warehouses. This may explain the higher usage of owned 
warehouses found in the earlier analyses. The wholesalers perceive their firms 
losing sales due to constant product stockouts, which can be attributed to the 
low number of suppliers, and location of most o f these suppliers outside the 
country o f  operation, and confirms the low sales volume among these firms in 
the canonical analyses. Finally, the wholesalers do not fe e l that the firms 
employ additional salespeople only during periods o f  increased demand, nor 
lim it their operations to areas with high population densities.
Table 40
COMPONENTS OF REDUNDANCY MEASURE FOR THE ECONOMIC VARIABLES 
AND SIZE MEASURES OF NIGERIAN WHOLESALE FIRMS
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RELATIONSHIPS BETWEEN ECONOMIC VARIABLES, SIZE MEASURES AND CANONICAL 
FUNCTTONS FOR NIGERIAN WHOLESALE FIRMS
Canonical Relationships









EAF -.4 5 5 -.4 9 3 16.0 -.313 -.197 2 .5 .788 .075 .75
RUSF .310 -.4 1 7 11.4 .522 -.389 9 .7 -.7 6 7 -.1 4 7 2.7
NOFSU .535 .190 2 .4 -.294 -459 13.6 -.0 2 3 -.4 5 1 25.3
LOSUP .043 .166 1 .3 -.003 -.1 9 3 2 .4 .883 .641 51.2
ISU .349 .270 4 .3 .300 .558 20.1 -.2 4 0 -.049 .25
COWUl .467 .453 13.5 -.122 .065 .26 .556 .141 2 .5
C0WU2 .342 .166 1 .8 -.331 -.1 6 1 1 .7 .290 .053 .37
C0WU3 .000 -.6 8 2 30.6 .000 .102 .65 .000 -.2 1 4 5.7
NUS82 -.847 -.5 1 7 17.5 .007 -.4 7 3 14.5 .575 .300 11.2




-.631 -.733 34 .6
100.0
-.1 9 5 .025 .000
100.0
NODSZl .136 -.017 .000 .293 .562 9 .9 .522 .530 39.9
N0DZ2 -9 .4 6 -.5 6 6 22.5 -9 .96 -.6 9 2 15.1 -21 ,49 .153 3.3
COESZl -1 .7 7 -.397 11.1 -1 .88 -.6 8 4 14.7 4 .42 .239 8 .1
C0ESZ2 2.66 -.028 .000 -2 .26 -.8 1 3 20.8 6 .10 .193 5 .2
C0ESZ3 3 .45 -.215 3.2 -3 .99 -.6 7 4 14.3 8 .08 .105 1.6
C0ESZ4 3.08 -.921 59.7 -4 .4 .203 1.3 9 .18 .057 .43
NOSFYCO .215 .005 .000 -.632 -.7 6 9 18 .6 -.9 4 2 -.4 0 2 23 .0








FACTOR I; Nigerian Wholesalers' Perceptions of the fluence of
Economic Variables on the Size o f  the Firm
Perceptual Measures Loadings
1. Inadequate salespeople due to lack o f . 54
capital to pay salaries.
2. Does not own warehouse due to lack of .32
capital to build and maintain one.
3. Loss o f  sales due to constraint product .66
stock-outs.
4. Employs additional salespeople only during .25
periods of increased  demand.
5. Lim its operations to  areas w ith high - .0 5
population densities.
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Results o f Canonical Correlational Analyses Between Economic Variables
and Assortment Structure Measures of Nigerian Wholesalers
Of the six  linear combinations formed from the economic variables and 
the assortment structure measures presented in Table 43, three were significant 
beyond the .05 level. In the first linear combination, 85.38 percent of the 
variations reflecting the assortment structure can be accounted for by variation 
in the linear combination reflecting the economic variables. The second and 
third linear combinations had 74.11 percent and 48.14 percent variation 
respectively. The to ta l redundancy in the criterion se t (given the predictor 
set), indicates that 43.2 percent o f the variation in the assortment structure 
can be accounted for by covariation in the economic factors, with the three 
significant relationships accounting for more than 88 percent o f this amount.
The ran!< order of the contribu tions to  the relationship for the p red ic to r 
set in the first linear combination as shown in Table 44 was the number o f years 
in business, the rate o f usage o f various sources of fund, the number o f firms' 
suppliers, and the number o f units sold in 1982. In the second combination, the 
number o f  years in business, the number of firms' suppliers, and the number of 
units sold in 1982. The second root was associated with aU the assortment 
structure measures with the exception of the percentage of gas-operated air 
conditioners in the product lines. The related economic variables were the 
number o f  units sold in 1982, the number of years in business, the extent of 
usage o f aU the warehouses compositions, and the number of firms suppliers. 
For the third root, the assortment structure was associated with the number of 
models in the product lines, and the number of units available for sale. These 
measures were linked with the number o f years in business, and the extent of 
usage of various warehouse compositions.
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From the above findings, it can be stated that in a developing economic 
environment a s in Nigeria, most wholesaler firms are relatively young, have less  
number o f  suppliers, low usage o f  various warehouse compositions, and lower 
demand for their products, the assortm ent structure tend to be characterized  
by lower number o f products available for sale, fewer product models, and low  
percentage o f electric-operated refrigerators and air conditioners, and 
relatively high number o f gas-operated refrigerators.
Results o f Factor Analyses o f Wholesalers' Perceptions o f  the Influence o f
Economic Variables on the Assortment Structure o f the Firm
The results of the factor analysis presented in Table 45 show that the 
wholesalers in Nigeria do not perceive the lack of capital to buy products from 
suppliers as the major factor limiting the number o f item s available for sale. 
This may explain the absence sign ifican t relationship betw een th e  asso rtm en t 
s tru c tu re  m easure and the ax ten t of availability  or the ra te  of usage of the  
sources of fund in the canonical analyses. Although some of these wholesalers 
fee l that the number o f  products available for sale is limited by insufficient 
credit line from the suppliers, but it seem s logical to say that the major factor 
limiting the products available for sale is the inadequate source o f supply. The 
results o f the earlier canonical analyses indicated that most o f the firms' 
suppliers are located outside the country o f operation, and that those firms with  
relatively higher suppliers tend to have more products for sale. The high 
loading (.69) in the factor analyses o f this factor and .43 for the perception o f  
the wholesalers that the delay in product arrival from suppliers cause shortage 
o f products for sale, tend o f confirm the findings in the earlier analyses. 
However, these wholesalers fe lt  that they include som e not very profitable 
models in their product lines due to the demand for them.
Table 43
COMPONENTS OF REDUNDANCY MEASURE FOR THE ECONOMIC VARIABLES AND  
A^ORTM ENT STRUCTURE MEASURIS OF NIGERIAN WHOLESALE FIRMS
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RELAlTONSfflPS BETWEEN ECONOMIC VARIABLES ASSORTMENT STRUCTURE MEASURES, 
AND CANONICAL FUNCTIONS FOR NIGERIAN WHOLESALE FIRMS
Canonical Relationships
Variable 1 2 3
Percentage Percentage Percentage
Weight Loadings EL^ Weight Loadings EL^ Weight Loadings e l 2
Predictor Set (Economic)
EAF -.0 7 2 .149 2 .1 -.239 .081 .44 .638 .105 1.4
RUSF .566 .216 4 .5 .123 .283 5.0 -.8 2 3 -.2 8 9 10.6
NOFSU .444 .587 33.1 .033 .366 8 .4 .134 .109 1.5
LOSUP -.126 -.0 3 4 .10 -.026 -.2 9 0 5.3 -.3 4 1 -.1 4 7 2 .8
ISU - .  059 -.0 0 4 .000 -.138 -.2 1 3 2 .8 -.5 5 4 -.1 9 4 4 .8
COWUl .125 .132 1.6 .033 .307 5 .9 .606 .453 25.9
COWU2 .006 .171 2 .8 .549 .496 15.4 .690 .358 16.2
COWU3 .000 .039 .19 .000 .482 14.5 .000 .374 17.7
NUS82 .428 .432 17.9 .688 .634 25.1 -.2 5 4 -.1 0 2 1.3
NOYIB .724 .627 37.7 .378 .525 17.3 ,167 .377 17.9
100.0 100.0 100.0
Criterion Set (Assortment Structure)
NUPAS .066 .072 .48 -.010 .336 10.8 .345 .484 33.7
NOMPL .457 .319 9 .7 .691 .647 40.2 .377 .589 49 .9
COUSEl .127 .304 8 .7 .342 .318 9 .7 .135 .211 6 .5
COUSE2 .903 .833 65 .6 .414 .515 25.4 .104 -.0 6 9 .72
C0USE3 .158 .383 13 .9 .303 .355 12.1 -.2 9 0 .017 .000




FACTOR n; Nigerian Wholesalers' Perceptions o f  the Influence of 
Economic Variables on the Assortment Structure o f the Firm
Perceptual Measures Loadings
1. Lack of capital to buy products from .01
suppliers lim it the number o f items
for sale.
2. Number of products available for sale .28
lim ited by insufficient credit Une.
3. Inadequate source o f supply Umits the .69
variety of products for sale.
4. Delay in p roduct arriva l from suppliers .43
cause shortage of products for sale.
5. Some models are not profitable, but are .45
included in the product Une due to the
demand for them.
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Results of Canonical Correlational Analyses Between Economic Variables
and Market Coverage Measures for Nigerian Wholesalers
Of the seven linear combinations that could be formed from the economic 
variables and the market coverage measures, four produced significant 
correlation beyond the .05 level. The squared canonical correlation in Table 46 
indicates that the amount o f variation in the market coverage measures that 
can be accounted for by the linear combinations reflecting economic variables 
in the first linear combination was 82.19 percent. The second, third, and fourth 
combinations had 67.16 percent, 49.67 percent, and 35.51 percent respectively. 
The to ta l redundancy in the criterion se t (given the predictor set) shows that 
42.49 percent o f  the variation in the market coverage can be accounted for by 
variation in the economic factors, with the five significant roots accounting for 
a ll but 1.61 p e rcen t of th is am ount.
The canonical weights presen ted  in Table 47 show th a t the number of 
firm s' suppliers and the  use of manual inventory system  contribu ted  most to  the  
relationship from the predictor se t in the first linear combinations (with 
weights above .30). In the second linear combination, the rank order of the  
contribution to the relationship was the percentage o f owned warehouses, the  
number o f  years in business, the percentage o f owned warehouses, and the rate  
of usage of the various sources o f funds. In the third linear combination, the 
rank order o f  contribution was the percentage o f leased warehouses, the number 
o f firms' suppliers, the extent o f availability of funds, the location o f major 
suppliers exclusively outside the country o f operation, and the percentage of 
owned warehouses. The weights for the first linear combination in the criterion  
set indicate that the only measure that contributed to the relationship from the  
market coverage measures was the extent o f emphasis place on price. In the
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second linear combination, the rank order o f contribution was the percentage of 
sales to final consumers or users, the percentage o f sales to retail customers, 
the number o f firms' locations, the extent of emphasis placed on product, and 
the extent of emphasis placed on price. For the third combination, the 
percentage of sales to retailer customers, the extent of emphasis placed on 
price, the extent o f emphasis placed on promotion activities, the number o f  
firms' locations, and the extent of geographic operations contributed the most 
to the relationship.
The loadings indicate that the first root for the market coverage 
measures was associated with high percentage o f  sales to final consumers or 
users, the extent of local operations, and low emphasis placed on distribution. 
These were related to the economic factors o f low number of firms' suppliers, 
high usage of m anual inventory system s, and more location of m ajor suppliers 
exclusively outside the country of operation. The second root was associated  
with high percentage of sales to final customers or users, low number o f  firms' 
suppliers, low emphasis placed on promotion, higher emphasis placed on price, 
low emphasis placed on product, the extent o f local operations, low emphasis 
placed on distribution, less sales to sub-wholesalers, and more sales to  retail 
customers. The related economic factors were the use of owned warehouses, 
the number of years in business, the location o f firms' major suppliers outside 
the country o f operation, the number o f firms' suppliers, and the rate o f usage 
of the sources o f funds. The third root was associated with high percentage of  
sales to final customers or users, low number o f firms' locations, and high 
percentage of sa les to retail customers. These were linked with the econom ic 
factors of the extent of availability o f funds, the extent of usage of sources of 
funds, and the use o f owned warehouses.
Table 4Ü
COMPONENTS OF REDUNDANCY MEASURE FOR THE ECONOMIC VARIABLES AND 
MARKET COVERAGE MEASURES OF NIGERIAN WHOLESALE FIRMS






























































































RELATIONSHIPS BETWEEN ECONOMIC VARIABLES, MARKET COVERAGE MEASURES, 
AND CANONICAL FUNCHONS FOR NIGERIAN WHOLESALE FIRMS
Canonical Relationships










EAF -.1 2 9 .175 2.2 .161 .256 5.5 -.4 7 7 -.4 1 4 29 .4
RUSF .149 .291 6 .0 -.3 6 8 -.3 2 6 8 .8 .151 .-353 21.5
NOFSU -.6 6 6 -.8 4 8 50.6 .122 -.3 2 6 8 .8 -.6 2 0 -.1 6 5 4 .7
LOSUP .224 .364 9.3 .020 .350 10.3 .443 .028 .000
ISU .334 .538 20.3 -.1 8 5 -.1 0 9 1.0 .062 .072 .86
COWUl -.2 3 5 - .0 0 4 .000 .931 .595 29 .6 .355 .313 17.2
COWU2 -.1 8 2 -.0 8 0 .42 .508 -.1 8 5 2 .8 -.6 8 7 -.1 1 8 2 .4
C0WU3 .000 .091 .56 .000 -.1 6 2 2 .2 .000 .219 8 .3
NUS82 .167 .287 5 .8 .071 .220 4 .0 .105 .105 1 .9
NOYIB .084 .262 4 .9 -.5 2 2 -.5 6 8 27 .0 .297 .281 13.8
100.0 100.0 100.0
Criterion Set (Market Coverage)
EGO -.0 3 5 .565 25.3 .234 .406 8 .0 .302 .153 3 .0
NOLOC .228 .153 1 .8 -.4 4 7 -.5 8 6 16.6 -.4 5 2 -.4 2 2 22 .2
EEMAl -.2 2 8 -.1 7 2 2.4 - .4 2 9 -.4 1 2 8 .2 -.2 4 0 .059 .39
EEMA2 .363 .517 21.2 .308 .466 10.5 -.7 2 9 -.1 7 8 4 .2
EEMA3 -.0 2 0 -.2 0 8 3 .4 .027 -.5 5 7 15.0 -.4 6 6 -.0 7 4 .65
EEMA4 .000 —. 339 9 .1 .000 -.3 7 3 6 .7 .000 .207 5 .6
COIMCl .161 .291 6 .7 -.211 -.3 6 8 6 .5 .000 -.1 6 1 3 .4
COIMC2 .016 .210 3 .5 .560 .327 5.2 .963 .351 16.0
C01MC3 .289 .580 26.6 .627 .695 23.3 .088 .585 44 .6
1 0 0 . 0 100.0 100 . 0
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Table 48
FACTOR ni; Nigerian Wholesalers' Perceptions o f  the Influence of 
Economic Variables on the Extent o f Market Coverage by the Firm
Perceptual Measures Loadings
1. Inability to se t up new facilities . 54
due to lack of cap ita l
2. R estrict operations to urban areas to .17
avoid the high cost o f servicing
rural markets.
3. Suppliers stipulate where the products -.2 1
may be sold.
4. D istribu tion  cen te rs a re  re s tr ic te d  .48
to areas  w ith highest demand.
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From the above findings, one can infer that in an economic environment 
characterized by low number of suppliers, more location o f major suppliers 
outside the country of operation, high use o f manual inventory system s, low
availability o f  funds, low usage of funds, and relatively younger wholesale 
firms, the wholesale firms tend to have less number o f locations, more local 
operations, lower emphasis placed on product promotion and distribution, more 
emphasis placed on price, high composition o f immediate customers made up o f  
retailers and final customers or users, and less sa le  to sub-wholesalers.
Results o f  Factor Analyses of Wholesalers' Perceptions o f the Influence o f
Economic Variables cti the Extent o f  Market Coverage by the Firm
The results o f the factor analyses presented in Table 48 show that the 
wholesalers perceived the lack of capital as a factor limiting their ability to set  
up new fac ilitie s . In sp ite  o f this lim ita tion , they do not r e s tr ic t  the ir 
operations to urban areas to avoid th e  higher cost of servicing ru ra l m arkets. 
Rather, as shown by the loading of the fourth perceptual measure, distribution  
centers are se t up in any area were the demand for the products is high. This 
may explain the low demand for the products in this economic environment, and 
the resulting low number o f locations among these firms found in the canonical 
analysis, because the suppliers do not stipulate where the products may be sold, 
as shown by the loading for the third perceptual measure.
Results o f Canonical Correlational Analyses Between Technological
Variables and Size Measure for Nigerian Wholesalers
The components o f  the redundancy measure for the technological variable 
and the size  measures presented in Table 49 show that o f  the four linear 
combinations that could be formed from these two sets, one produced 
significant correlation beyond the .05 leveL According to the squared canonical
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correlation, 37.03 percent o f the variation in this significant combination 
reflecting s ize  was accounted for by variation in the linear combination 
reflecting the technological variables. The tota l redundancy in the criterion se t  
(given the predictor set) indicates that only 8.61 percent o f  the variation in the 
size  measure can be accounted for by covariation in the technological variables, 
with the first root accounting for more than half o f this amount.
The rank order o f technological factors contributing to the relationship in 
the first linear combination shown in Table 50 was the rate o f usage o f  carriers 
for transporting the largest amount of the products, the extent o f availability 
o f communication facilities, and the extent o f availability o f carriers. For the 
criterion set, the rank order of contribution to the relationship was the number 
of departments or working units, and the number of salespeople with four-year 
college degree.
According to the loadings, the size  o f the firm was associated with the 
number o f  departments or working units. This was related to the technological 
variables o f the extent of usage of communication factiUties, and the rate of 
usage o f carriers in transporting largest amounts of the product.
Resulting o f Factor Analyses o f Wholesalers' Perceptions of the Influence
o f Technological Variables and the Size of the Firm
The results o f  the factor analyses presented in Table 51 show that none of 
the loadings for the four perceptual measures was significant beyond the .50 
level. The wholesalers do not perceive the firms losing sales due to poor 
delivery by motor carriers, although they fee l that they lack fast delivery 
services for em ergency shipments. The negative relationship between the 
number o f  salespeople with college degree and technical variables found in the  
canonical analyses is in line with these wholesalers' perception. They fe lt
Table 49
COMPONENTS OF REDUNDANCY MEASURE FOR THE TECHNOLOGICAL VARIABLES 
AND SIZE MEASURES OF NIGERIAN WHOLESALE FIRMS



























































RELATIONSHIPS BETWEEN THE TECHNOLOGICAL VARIABLES, SIZE MEASURES, 






AMCMR -.114 -.0 8 1 1 .1
EUCMR .62G .391 23 .9
CAVAL -.471 -.067 .63
CASAL 1.13 .690 74 .4
100.0
Criterion Set (Size)
NODSZl .828 .467 61 .2
N0ESZ2 .281 -.014 .000
COESZl -4 .58 -.2 2 5 14.3
C0ESZ2 -.145 -.0 3 3 .28
COESZ3 -.178 -.056 .84
COESZ4 -.029 -.0 8 8 2 .2
NOSFYCO .629 .147 6 .2




FACTOR IV: Nigerian Wholesalers' Perceptions o f the Influence of
Technological Variables on the Size o f  the Firm
Perceptual Measures Loadings
1. Loss o f sales due to poor delivery 17
by motor carriers.
2. Lack of fast delivery services for .24
emergency shipments.
3. Salespeople are required to have college .09
degree at the tim e o f  employment.
4. Inability to inform custom ers about the - .0 9
products through media advertisem en t
lim its the am ount of sales.
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that the firms do not require the salespeople to  have a college degree at the 
tim e o f employment. Finally, the amount of sales by these firms is perceived  
to be lim ited by the wholesalers inability to inform customers about the product 
through media advertisem ent. The findings in both analyses indicate that 
d é b ité  the handicap caused by low availability o f communication and transpor­
tation facilities, the wholesale firms are making maximum usage o f whatever 
exists. However, one can conclude that in such a development, the size  of 
wholesale firms are characterized by lower sales volume, relatively less
working units or departments, and less number o f sa le^ eop le  with four year
degrees.
Results o f  Canonical Correlational Analyses Between Technological
Variables and Assortment Structure Measures for Nigerian Wholesalers
The com ponents o f the  redundancy m easure o f th e  technological variables
and th e  size  of the firm  p resen ted  in Table 52 show th a t one of the  four
canonical co rre la tio n  coeffic ien ts  form ed from  the linear com binations o f the 
two sets of variables produced significant relationship beyond the .05 leveL In 
this combination, 40.04 percent o f  the variations reflecting the assortment 
structure can be accounted for by variation in the linear combination reflecting  
the technological variables. The total redundancy in the criterion se t (given the  
predictor set), indicates that 17.66 percent o f the variation in the assortment 
structure can be accounted for by covariation in the technological variables, 
with the one significant relationships accounting for 62.3 percent o f this 
amount.
As Table 53 indicates, the rank order o f the technological factors 
contributing to the relationship was the extent o f availability o f carriers, the 
rate o f  usage o f carriers, the extent o f availability of communication facilities, 
and the rate o f usage of communication facilities. In the criterion set, the rank
'fable ü2
COMPONENTS OF REDUNDANCY MEASURE FOR TECHNOLOGICAL VARIABLES AND 
ASSORTMENT STRUCTURE MEASURES OF NIGERIAN WHOLESALE FIRMS
Relationship Canonical R Variance extracted  VP or VC
Redundancy
(R )̂























































RELATIONSHIPS BETWEEN TECHNOLOGICAL VARIABLES, ASSORTMENT STRUCTURE 






AMCMR -.3 5 3 -.2 0 8 5 .9
EUCMR .321 -.4 7 1 30 .4
CAVAL -.9 3 9 -.5 7 8 45 .8
CASAL -.8 3 8 -.3 6 2 17 .9
100 .0
Criterion Set (Assortment Structure)
NUPAS -.6 9 9 -.827 51.1
NOMPL .009 .269 5 .4
COUSEl -.4 8 5 -.5 0 6 19.1
C0USE2 -.1 8 1 -.4781 16.6
COUSES .028 .299 6 .7




FACTOR V: Nigerian Wholesalers' Perceptions of the Influence of
Technological Variables on the Assortment Structure o f the Firm
Perceptual Measures Loadings
1. Product delivery from suppliers delayed .55  
by the lack of adequate motor carriers
and/or railroad systems.
2. Inadequate telephone and telegraph facilities .43  
to inform suppliers about sudden changes
in consumer demand.
3. V ariety o f item s for sale lim ited  by the - .  10
inability  of suppliers to inform th e  firm 
about new products.
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order was the number o f  products available for sale, the percentage of e lec tric- 
operated refrigerators in the product line. The loadings indicate that for the 
assortment structure, this first root was associated with low number of 
products available for sa le , low percentage o f  electric-operated  refrigerators 
and air conditioners in the product lines. These were related to the 
technological variables o f  the extent o f availability o f  carriers, the rate of 
usage o f communication facilities, and the rate o f usage of carriers.
Although other variables and relationship could have been involved, from 
the above findings, it seem s reasonable to  sta te  that in a technological 
environment characterized by low availability o f  carriers, low rate o f usage of 
communication facilities , and low rate o f usage o f carriers, the wholesale firms 
tend to  have less number o f  products for sales, which in this case refers to the 
percen tage  of a ir  conditioners and re frig e ra to rs  available for sale.
R esults o f F ac to r Analyses of Wholesalers' P ercep tions o f th e  Influence of
Technological v'ariables on th e  A ssortm ent S tructu re  o f th e  Firm
Of the three loadings obtained for the perceptual measures in Table 54, 
one was significant beyond .50 leveL The wholesalers perceived the delivery of 
products from their suppliers being delayed by the lack o f adequate motor 
carriers and/or railroad system s. Most of them also fe lt  that due to inadequate 
telephone and telegraph facilities, they are not able to inform the suppliers 
about sudden changes in demand for the products. This may explain the 
negative relationship found the number of products available for sale, and the 
extent o f availability o f carriers and communication factilities  in  the canonical 
analysis. However, the variety o f item s for sale are not lim ited by the inability 
of the suppliers to  inform the firm about new products.
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Results o f Canonical Correlational Analyses Between Technological
Variables and Market Coverage Measures for Nigerian Wholesalers
Of aU the four linear combinations presented in Table 55, three produced 
significant correlation beyond the .05 le v e l  In the first linear combination, 
65.92 percent o f  the variation reflecting the market coverage measures can be 
accounted for by variation in the linear combination reflecting the 
technological variables. The second and third combinations had 30.76 percent 
and 29.69 percent respectively. The to ta l redundacny in the criterion se t (given 
the predictor set) indicates that 22.97 percent o f the vartiation in the market 
coverage measures can be accounted for by covariation in the technological 
variables.
The rank order o f the technological variables contributing to the 
relationship in the  f irs t  com bination in Table 56 was the e x ten t o f availability  
o f carriers , the ra te  of usage of c a rr ie rs  and the ex ten t of availab ility  of 
communication facilities. In the second combination, the rate o f usage of 
communication facilities, the extent o f availability o f communication facilities, 
and the extent o f availability o f  carriers contributed most to  the relationship. 
Only the extent o f availability o f communication facilities had a w eight above 
.30 in the third combination. In the criterion se t, the rank order of the 
contribution was the percent o f sales to final consumers or users, the extent o f 
emphasis placed on products, and the extent o f emphasis place on price, the 
extent o f  emphasis placed on products, the percentage o f sa les to  final 
consumers or users, and the number o f firms' locations. The rank order of the 
contribution to the relationship in the third combination was the extent of 
emphasis placed on products, the extent o f emphasis placed on distributions, the 
extent o f  local operations, and the percentage o f sales to final consumers or 
users.
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The loadings indicate that the first root for the criterion se t was 
associated with more percentage of sales to final consumers or users, low 
percentage of sales to sub-wholesalers, more emphasis placed on price, more 
local operations, and less number o f firms' locations. These were related to  the 
technological variables o f  low availability o f carriers, and low availability of 
communication facilities. The second root was associated with the extent o f  
emphasis placed on price, and the percentage of sales to final consumers or 
users. The related technological variables were the extent o f availability of 
carriers, and the extent o f availability of communication facilities. The third 
root was associated with less number o f  firms' locations, more percentage of 
sales to final consumers or users, the extent o f emphasis placed on price, and 
th e  ex ten t o f local operations.
From th e  above findings, it can be implied th a t in an environm ent v/ith 
low availability o f communication facilities, and low availability o f carriers, 
the firms tend to localize their operations, have fewer number o f locations, sell 
more to final consumers or users, and put more emphasis on price.
Results o f Factor Analyses of Wholesalers' Perceptions of the Influence of
Technological Variables on the Extent o f Market Coverage by the Firm
None of the loadings obtained for the four perceptual measures in Table 
57 were significant beyond the .50 leveL However, two had relatively high 
loadings. A high proportion of the wholesalers fe lt that the firms are located  
only in areas with dependable communication facilities and transportation 
facilities and equipment, and do not restrict their operations to urban areas due 
to inadequate highway and railroad systems. These perceptions may explain the  
high extent o f local operations found among these firms, and the fewer number 
o f locations existing in this environment v/ith low availability of carriers and 
communication facilities in the canonical analyses.
Table ü5
COMPONENTS OF REDUNDANCY MEASURE FOR TECHNOLOGICAL VARIABLES 
AND MARKET COVERAGE MEASURES OF MGERIAN WHOLESALE FIRMS
Relationship Canonical R Variance extracted  VP or VC
Redundancy
(R:)
Proportion of  






















































RELATIONSHIPS BETWEEN TECHNOLOGICAL VARIABLES, MARKET COVERAGE MEASURES,
AND CANONICAL FUNCTIONS FOR NIGERIAN WHOLESALE FIRMS
Canonical Relationships









Predictor Set (Technology) 
AMCMR -.359 -.3 2 2 14.2 -.438 -.3 2 3 19.7 -.5 0 1 -.811 81.0
EUCMR -.2 0 6 -.1 2 5 2 .2 .475 .222 9 .3 .204 .286 10.1
CAVAL -1 .0 6 -.7 7 2 82.1 -.396 -.6 0 0 68.3 .196 .062 .50
CASAL .672 .103 1.5 .192 .117 2.7 -.1 5 8 -.2 6 0 8 .4
100.0 100.0 100.0
Criterion Set (Market Coverage) 
EGO .182 .435 10.2 .085 .245 8 .5 .546 .350 15.2
NOLOC -.2 0 8 -.310 5.2 .310 .145 3 .0 -.2 3 5 -.4 6 2 26.3
EEMAl .350 .262 3.7 -.729 -.2 1 8 6 .8 .751 .213 5 .6
EEMA2 .323 .656 23.2 1.13 .489 34.0 .219 .372 17.0
EEMA3 -.1 7 3 -.1 9 8 2.1 .136 7 .5 -.6 6 4 -.2 0 0 4 .9
EEMA4 .000 .174 1 .6 .000 .216 6 .7 .000 -.0 7 8 .74
COIMCl -.2 8 2 -.6 8 9 25.6 .204 .190 5.1 .178 .208 5.3
C01MC2 .148 .049 .11 -189 -.0 7 9 .85 .242 .196 4 .7




FACTOR VI: Nigerian Wholesalers' Perceptions of the Influence of
Technological Variables on the Extent of Market Coverage by the Firm
Perceptual Measures Loadings
1. Locates only in areas with transpwtation .45
facilities and equipment.
2. R estricts operations to urban areas due to .08
inadequate highway and railroad system s.
3. Setting up establishments only in areas with .42
fast and dependable communication facilities.
4. C oncen tra tes operations in areas w ith mass .23
com m unication madia.
168
Results o f Canonical Correlational Analyses Between Soeio-Cultural
Variables and Size Measuers for Nigerian Wholesalers
Of the three linear combinations that could be formed from the socio­
cultural variables and the s iz e  measures in Table 58, two produced significant 
correlation beyond the .05 level. In the first linear combinations, 49.24 percent 
o f the variation reflecting s ize  can be accounted for by variation in the linear 
combination reflecting the socio-cultural variables, and 30.52 percent for the 
second combination. The to ta l redundancy in the criterion se t (given the 
predictor set) shows that 14.54 percent o f the variation in the size  measures 
can be accounted for by covariation in the socio-cultural factors.
The rank order o f  the socio-cultural factors contributing to the relation­
ship in the first linear combination was the level o f enforcem ent o f government 
regulations and th e  level o f im portance o f custom er e:cpeeations. These two 
m easures made th e  most contribu tion  in th e  second linear com bination, (ail v/ith 
weights above 3.0). in the criterion set, the rank order of the contribution to 
the relationship in the first linear combination was the tota l number of 
managerial em ployees, the number o f cler ical employees, and the number of 
departments or working units. The rank order of the contribution in the second 
combination was the number o f to ta l employees, the number o f salespeople  
employed, the number o f managerial employees, and the number o f clerical 
employees.
Using the loadings, the first root was associated with the number of 
departments or working units, the number of managerial employees, and the 
number o f salespeople employed. These were related to the socio-cultural 
variables o f the level o f enforcem ent o f  government regulations, the extent of 
existence o f government regulations, and the level o f  importance o f consumer
Table 50
COMPONENTS OF REDUNDANCY MEASURE FOR THE SOCIO-CULTURAL VARIABLES
AND SIZE MEASURES OP NIGERIAN WHOLESALE FIRMS














































RELATIONSHIPS BETWEEN THE SOCIO-CULTURAL VARIABLES, SIZE MEASURES,




Weight Loadings EL^ Weight Loadings EL^
Predictor Set (Socio-Cultural)
EXGRE -.241 -.478 25 .5 —. 062 -.497 15.8
LEGOR -1 .16 -.7 2 3 58.4 -.4 5 2 -.6 7 9 29.5






NODSZl .469 .492 31.3 .025 .405 7.7
N0ESZ2 -2 .86 -.0 2 0 .000 3.25 .640 19.3
COESZl 1.19 .451 26.2 -2 .5 9 -.2 7 4 3 .5
C0ESZ2 .497 .278 9 .9 1.02 .810 30.8
C0ESZ3 1.43 .342 15.1 2 .96 .661 2.05
COESZ4 -.2 5 7 -.2 9 0 10.8 .118 .281 3 .7
NOSFYCO -.0 8 1 -.1 4 5 2 .7 .090 .534 13.4









FACTOR VU: Nigerian Wholesalers' Perceptions of the Influence of
Socio-Cultural Variables on the Size o f the Firm
Perceptual Measures Loadings
1. Location o f fac ilities are lim ited by .04
government economic restrictions.
2. Government regulations determ ine the -.1 8
composition of firms' employees.
3. Establish departments to handle customers' .62
service requirements.
4. Salespeople undergo special tra in ing  to be .56
able to  provide product inform ation.
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expectations. The second root was associated with the number o f c lerical 
employees, the number o f  sa le^ eo p le  employed, the number of total 
employees, the number o f salespeople with four-year college degree, and the  
number o f  departments or working units.
It is evidenced from the findings above that the extent o f existence, and 
the level o f enforcem ent o f  government regulations were considerably less 
determinant than the last socio-cultural variable. Rather due to high expecta­
tions o f services by the customers, the wholesale firms tend to have relatively  
higher number o f departments or working units, higher number o f em ployees in 
all categories, and more salespeople with four-year college degrees.
Results o f  Factor Analysis o f Wholesalers' Perceptions of the Influence of
Socio-Cultural Variables on the Size of the Firm
Two o f the four loading presen ted  for th e  percep tual m easures in Table 60 
w ere sign ifican t beyond th e  .50 le v e l As in the  earlie r canonical analyses, 
government regulations, either due to their low level o f existence and/or their 
low level o f  enforcem ent, were neither percieved as limiting factors to the 
number o f  location of fac ilities by the firm, nor do they determine the 
composition o f  firms' employees. The wholesalers perceived their firms 
establishing departments to handle customers' service requirements, and having 
the salespeople undergo special training to be able to provide customers with 
adequate product information. This may help to explain the positive  
relationship found between the leve l o f importance of consumer expectations, 
and these size  measures in the canonical analyses.
Results o f  Canonical Correlational Analyses Between Socio-Cultural
Variables and Assortment Structure Measures for Nigerian Wholesalers
The components o f the redundancy measure is presented in Table 61 
indicates that only one o f the three linear combinations formed from the socio­
cultural variables and the assortment structure measures were statistica lly
173
significant beyond the .05 leveL According to the squared canonical 
correlation, 46.97 percent o f  the variation reflecting assortment structure in 
this significant linear combination can be accounted for by variation in the 
linear combination reflecting the socio-cultural variables. The total 
redundancy in the criterion se t (given the predictor set) was .1236, with the 
first canonical root contributing 60.8 percent o f this shared variance.
The rank order of the weights for the socio-cultural variables contributing 
to the relationship as in Table 62 was the level o f  enforcem ent o f government 
regulations, and the extent o f existence o f government regulations. In the 
criterion set, two measures; the number o f  products available for sale, and the 
percentage o f electric-operated air conditioners in the product lines 
contributed most to the relationship. However, the loading indicate that for 
the  assortment s tru c tu re  m easures, this f irs t roo t v/as associated v/ith the 
number o f products available for sale, and the percentage o f gas-operated 
refrigerators in the product lines. These were related to the level of 
importance o f customer expectations.
Results o f Factor Analysis of Wholesaler's Perceptions of the Influence of
Socio-Cultural Variables on the Assortment Structure o f the Firm
Of the four loadings presented in Table 63 for the perceputal measures, 
one was significant at the .50 leveL The wholesalers did not perceive the 
government regulating the safety  o f the products they sell. Also, there are no 
legal restrictions on the suppliers from selling to the firms only on the condition 
that the firms purchase other products from them, which may explain why the 
extent o f existence and the level o f enforcem ent o f  government regulations did 
not contribute high loadings in the canonical analyses. The wholesalers did not 
perceive the firms restricting their product lines to products that are warranted
Table G1
COMPONENTS OF REDUNDANCY MEASURE FOR THE SOCIO-CULTURAL VARIABLES AND
ASSORTMENT STRUCTURE MEASURES OF NIGERIAN WHOLESALE FIRMS














































«ELATiONSfflPS BETWEEN SOCIO-CULTURAL VARIABLES, ASSORTMENT STRUCTURE







EXGRE -.3 9 2 -.2 0 6 25 .8
LEGOR .429 .169 17.8
LICE .148 .303 56.4
100.0
Criterion Set (Assortment Structure)
NUPAS .729 .548 58.1
NOMPL -.0 4 0 -.1 7 4 5.8
COUSEl .095 .215 8 .9
COUSEZ -.4 4 4 -.1 9 4 7 .4
COUSES .236 .319 19.8




FACTOR Vni: Nigerian Wholesalers' Perceptions o f  the Influence of
Soeio-Cultural Variables on the Assortment Structure of the Firm
Perceptual Measures Loadings
1. Government regulates product safety . .15
2. Suppliers are legally restricted to se ll . - .0 7
only on the condition that the firm
purchases other products.
3. R estric ts  p roduct lines to products th a t  a re  .26
v /arranteed by the m anufacturers.
4. Adds lov; p ro fit item s to  th e  p roduct lines to .65
m ain tain  a com plete  line o f  m erchandise.
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by the manufacturers, but rather add low profit item s to  the product lines to 
maintain a com plete line of merchandise. This is in line with the positive 
relationship found in the canonical analyses between the lev e l o f  importance of 
consumer expectations, and the number o f  products available for sale.
Results o f Canonical Correlational Analysis Between Socio-Cultural
Variables and Market Coverage Measures for Nigerian Wholesalers
The components o f  the redundancy measure for the socio-cultural 
variables, and the market coverage measures presented in Table 64 show one 
statistical significant combination. For this linear combination, 53.57 percent 
o f the variation reflecting the market coverage can be accounted for by 
variation in linear combination reflecting the socio-cultural variables. The co­
variation in the socio-cultural variables accounted for 11.39 percent of the 
v ariation  in the m arket coverage m easures.
The rank order o f  the  socio-cultural fac to rs  contributing  to the 
relationship in Table 65 was the extent of existence o f  government regulations, 
and the level o f importance o f  consumers' expectations. In the criterion set, 
the rank order o f contribution was the number of firms locations, the extent of 
emphasis placed on promotion, the extent of emphasis placed on price, and the 
percentage of sales to sub-wholesalers. The loading indicate that this first root 
was associated with more number o f  firms' location, more emphasis placed on 
promotion, and less emphasis p lace on price. These measures were related to  
the high level o f consumer expectation o f services.
Results of Factor Analysis o f Wholesalers' Perceptions o f  the Influence of
Socio-Cultural Variables on the Extent o f Market Coverage by the Firm
Of the three loadings obtained for the perceptual measures in Table 66, 
none was significant beyond the .50 leveL The wholesalers did not perceive
Table ü4
COMPONENTS OF RIÎDirNDANCY ME.\SUIIE FOR THE SOCIO-CÜLTDRAL VARIABLES AND
MARKET œ V E R A G E  MEASURES OF NIGERIAN WHOLESALE FIRMS
Relationship Canonical R Variance extracted  VP or VC
Redundancy
(R )̂
Proportion o f  










































RELATIONSHIPS BETWEEN SOCIO-CULTURAL VARIABLES, MARKET COVERAGE 







EXGRE -.8 5 4 -.4 5 0 26.7
LEGOR .221 -.138 2 .5
LICE .881 .734 70 .8
100.0
Cr iter ions Set (Market Coverage)
EGO -.1 8 0 -.1 1 3 1 .5
NOLOC .870 .670 53 .4
EEMAl -.2 9 1 -.008 .000
EEMA2 -.3 8 0 -.318 12.0
EEMA3 .804 .487 28 .2
EEMA4 .000 .005 .000
COIMCl -.3 0 5 -.1 7 2 3 .6
COIMC2 -.1 5 0 -.097 1.1
C01MC3 -.0 1 0 -.0 4 5 .24
100 . 0
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T âb iâ  66
FACTOR IX; Nigerian Wholesalers' Perceptions of the Influence of Soeio- 
Cultural Variables on the Extent o f Market Coverage by the Firm
Perceptual Measures Loadings
1. Laws against resale restrictions prevent - .2 5
suppliers from stipulating where and to
whom the prod u ct are sold.
2. Rules and regulations se t by som e sta tes  - .3 2
prevent the firm from operating in those
states.
3. Sells through se lec ted  re ta ile rs  or sub- .14
wholesalers to m axim ize a u ah tv  im age.
181
laws against resale restrictions pneventing the suppliers from stipulating where 
and to whom the products are sold. The rules and reguations set by some states  
do not prevent the firm from operating in those states. For the above measures 
however, the negative loadings may indicate the absence o f  the existence o f 
these reguations within the socio-cultural environment. Finally, in accordance 
with the finding in the canonical analyses, the wholesalers did not perceive the 
firm selling through selected  sub-wholesalers to m axim ize quality image.
Results o f the Split Sample Analysis o f the Canonical Weights and the
Factor Loadings for Nigerian Wholesalers
The results o f  the split sam ple analysis o f the canonical weights in Table 
67 indicates a high stability in the weights for Nigerian wholesalers. Only seven
variables in th e  subsam ples had signs d iffe ren t from th e  ones obtained for the 
to ta l sam ple. The factor loadings presented  in Table 68 also showed a 
re la tively  high s tab ility , w ith four m easures having d iffe ren t signs from th e  
ones com puted for th e  to ta l  sam ple.
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Table 67
RESULTS OF THE SPLIT-SAMPLE ANALYSS OF THE






EAF -.5 4 4 -.3 3 4 -.2 1 2
RUSF -.417 -.5 0 9 -.3 9 8
NOFSU .214 -.1 4 2 .269
LOSUP .641 .560 .375
ISU -.0 0 4 -.0 1 0 -.009
COWUl .453 .360 .514
C0WU2 .270 .178 .210
C0WÜ3 .166 .125 .178
NUS82 .299 .331 .249
NOYIB .025 - .0 3 1 . .089
AMCMR .281 .311 .401
EUCMR .527 .710 .481
CAVAL .137 .089 .121
CASAL .481 .321 .288
EXGRE -.377 -.212 .089
LEGOR .136 .190 .111
LICE ,725 .401 .551
Criterion Set
NODSZl -.017 -.009 -.110
N0ESZ2 .397 .212 .378
C0ESZ3 .202 -.0 1 9 .241
C0ESZ4 -.239 -.4 2 5 .029
NOSFYCO .168 .109 .213
ANS82 .362 .578 .309
NUPAS -.018 -.009 -.110
NOMPL .179 .288 .134
COUSEl .479 .186 .266
C0USE2 .460 .490 .299
C0USE3 -.6 7 4 -.3 3 4 -.211
C0USE4 .365 .141 .280
EGO .198 .240 .101
NOLOC .447 -.1 9 0 -.321
EEMAl -.229 -.3 4 0 .012
EEMA2 -.5 9 4 -.6 1 0 -.451
EEMA3 .020 .008 .010
EEMA4 -.038 -.011 -.009
COIMCl -.610 -.3 4 8 -.552
C0IMC2 -.067 -.0 0 4 .030
C0IMC3 .344 .211 .401
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l ^ l e  68
RESULTS OF THE SPLIT-SAMPLE ANALYSS OF THE 
FACTOR LOADINGS FOR NIGERIAN WHOLESALERS
ECOSZl .54 .38 .41
EC0SZ2 .32 .36 .24
EC0SZ3 .66 .55 .60
EC0SZ4 .26 .31 .19
EC0SZ5 - .0 5 -.0 1 - .0 6
ECOASI .01 .09 —.03
EC0AS2 .28 .14 .18
EC0AS3 .69 .45 .59
EC0AS4 .43 .51 .44
EC0AS5 .45 .38 .40
ECOMCl .54 .49 .37
EC0MC2 .17 .20 .15
EC0MC3 -.2 1 -.1 3 -.1 8
EC0MC4 .48 .33 .45
TECSZl - .1 7 -.0 9 - .1 1
TECSZ2 .24 .14 .21
TECSZ3 .09 .04 - .0 8
TECSZ4 -.0 9 -.0 3 - .0 4
TECASl .55 .41 .58
TECAS2 .43 .39 .31
TECAS3 - .1 0 - .1 7 .04
TECCOl .45 .34 .29
TECC02 .08 .13 .07
TECC03 .42 .48 .37
TECC04 .23 .30 .21
SCOSZl .04 .02 .05
SC0SZ2 -.1 8 - .2 3 -.1 5
SC0SZ3 .62 .73 .61
SC0SZ4 .56 .47 .41
SCOASl .15 .12 .18
SC0AS2 -.0 7 .03 - .1 1
SC0AS3 .26 .16 ,20
SC0AS4 .65 .58 .51
SCOCOl - .2 5 - .2 7 -.2 1
SC 0C 02 - .3 2 - .2 8 -.3 7
SC 0C03 .14 .11 .16
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Difference B etw een the Size of Wholesalers in Nigeria and the United
States
The results o f  the t- te s t  analysis for the differences betw een the size of 
wholesalers in Niga-ia and the United States are presented in Table 69. On five 
o f the eight size  measures used for the analysis, there were sizeable number of 
differences in the mean scores at the .05 significant level. The ’t' value 
obtained for the first measure shows that significant differences exist in the 
number o f departments or working units in the two sets of wholesale firms. The 
firms in Nigeria seem  to have relatively higher number o f  departments or 
working units than their counterparts in the United States. While the average 
number o f  working units or departments among the firms in Nigeria is 4.8, that 
of U.S. firms in 3.4. However the highest number of departments for an 
individual firm  (18 working units) was found in the U nited S ta tes. There was no 
significan t d ifference  in the to ta l number o f em ploym ent betw een  firms in 
Nigeria and those in the United States. When the various compositions of 
employment are compared, it is evidenced that the wholesale firms in the 
United States are significantly different from those in Nigeria in two 
categories. The ' f  value o f  2.12 obtained for the first employment category 
indicates that the number o f managerial em ployees in these two sets of 
wholesale firms are significantly different. While the wholesale firms in the 
United States averaged 6 managerial employees per firm with a maximum o f 30 
managers in a firm, those in Nigeria averaged 3.5 managerial employees, and 
had a maximum number of 14 managers in a firm. The number o f clerical 
employees in these firms did not differ significantly, nor did the number of 
employees referred to as 'others' in this study, which included drivers, security 
guards, custodians, e tc . However, it should be noted here that while the total
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number of clerical em ployees for the firms in the United S ta tes ranged from a 
low of one employee to a maximum of 200 employees, the Nigerian wholesale 
firms had a minimum of 2 clerical employees, and a high of only 17 in a firm. 
The firms in both countries had a minimum of one employee in the category of 
employment referred to as others, but while the maximum employees for an 
individual firm in Nigeria was 21, that of the United States was 100. The 
number of salespeople employed by the two sets of wholesalers differ signifi­
cantly. The firms in the United States employ relatively more salespeople than 
their counterparts in N igeria. WhUe the firms in the United States had an 
average number of 10.5 salespeople, and a maximum of 100, firms in Nigeria 
averaged 6.8 salespeople per firm, with a maximum of 31. There is also a 
significant d ifference  in th e  number of salespeople w ith fo u rty  ear college 
degree among th e  tw o se ts  of firm s. With an average of 3.8, and a maximum of 
25 salespeople with four-year college degree, the firms in the United States 
have more salespeople with four-year college degree than the firms in Nigeria 
where the highest number employed is 3, and the average is one salesperson 
with four-year college degree. As indicated in the table, the amount of net 
sales in 1982 for firms in Nigeria was converted from the Nigerian Naira to  US 
dollars using the currency conversion rate obtained from the Central Bank of 
Nigeria at the time of data collection. Although the 't' value shows a 
significant difference between the amount of net sales of the firms in the two 
countries, no significant differences exist when these amounts are compared in 
terms of total employment and total number of salespeople in the two sets of 
firms. The average sales per employee in Nigerian firms is $147,350.8 and that 
of the United States firms is $223,920.9. While the average sales per 
salesperson in Nigerian firms is $578,568.6, that of firms in the United States is 
$765,596.1.
Table 69
"t" TEST FOR SIGNIFICANT DU'FERENCE BETWEEN THE SE E  OF THE




1. Number of departments or working units 4 .8 3 .4 2 .78*
2. Total number of employment 26.7 35 .9 -1 .3 6
3. Compositions of employment 
a. Managerial 3 .5 6 .0 2 .12*
b. Clerical 9 .7 12.1 -1 .5 3
c. Salespeople 6 .8 10 .5 -2 .0 6 *
d. Others 6 .7 7 .3 -1 .4 9
4. Number of salespeople with four-year 
college degree 1 .0 3 .8 -3 .7 5 *
5. Amount of net sales in 1982*^ 3 ,9 3 4 ,2 6 6 .1 * 8 ,0 3 8 ,7 5 9 .5 -3 .5 3 *
Significant at the .05 level
The currency conversion was computed witli the rate obtained from the Central Bank of N igeria at the 
time of date collection.
Average sales per employee for Nigerian firms is $147,350.8, and that of the United States firms is 
$223,920.9. The average sales per salespei-soii for United S tates firms is $765,596.1, while that of 
Nigerian firms is $578,568.6.
Approximate t- te s t  applies
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D ifferences Between the Assortment Structure o f Wholesalers in Nigeria
end the United States
The results o f the t-test analysis presented in Table 70 show some 
significant differences between the assortment structure o f wholesaler firms in 
Nigeria and the United States. At the .05 lev e l o f significance, th e 't '  value 
indicates that for these tw o sets of wholesalers, the number o f days it takes 
from when the firm places order with suppiers to when they are received  
differed. On the average, it takes U.S. firms 25.8 days to  receive orders from 
their siçp ilers, while their counterparts in Nigeria have to  wait 57.3 days. The 
minimum number o f days for the United States firms was 3 days, and the  
maximum was 100 days. On the other hand, the minimum number o f days it 
tock the Nigerian firms to  receive orders from their suppliers was 14 days, 
while the maximum was 180 days. There also ex ists a significant d iffe rence  in 
th e  num ber o f  units available  for sale by the firm s in the  two countries. The 
m ean scores show a re la tiv e ly  higher number of units for sale  among th e  U nited 
States firms. While these firms have an average o f  806.1 units for sale, with a 
minimum of 5, and a maximum o f 3350 units, the Nigerian firms averaged 365.2 
units for sale, with a minimum o f 35 units, and a maximum of 1861 units. With 
the wholesale firms in the United States having almost tw ice as much number 
o f  units for sa le  than their Nigerian counterparts, it may be expected that the 
former may have significantly more varieties of products in their product lines. 
On the contrary, the 't' value indicates that the number of models in the 
product lines o f  firms in the two countries are not significantly different. 
However, when composition o f  product lines in terms of types of power used are 
compared, two categories showed significant differences. The wholesale firms 
in the United States with an average of 84.8%, have a higher percentage o f  
electric-operated refrigerators in their product lines than the firms in Nigeria,
Table 70
"t" TEST FOR SIGNIFICANT DIFFERENCE BETWEEN THE SIZE OF THE
WHOLESALERS IN NIGERIA AMD THE UNITED STATES
Measures
Mean
Nigerian United States njii
1. Number o f  days it takes from when the firm 
places orders with suppliers to when they are 
received. 57.3 25.8 3 .35*
2. Number o f  units presently available for sale. 365.2 806.1 3 .93*
3. Number o f  models in the product line. 12.6 19,2 -1 .9 4 f
4. Composition o f  product lines in term s of 
types o f  power used.
a. E leetrie-operated Refrigerators 39 .5 84 .8 7 .1 9 * f
b. Gas-operated Refrigerators 60 .5 15.2 -4 .1 8 *
e. Electric-operated Air Conditioners 83 .9 87.7 .83
d. Gas-operated Air Conditioners 16.1 12.3 -.76jt
* Significant at the .05 level
^ Approximate t-te s t  applies
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whose average was 39.5%. On the other hand, the firms in Nigeria have more 
gas-operated refrigerators in their product lines that those in the United States. 
Although the percentage o f electric-operated, and gas-operated air conditioners 
in the product lines o f these two se ts  o f  wholesalers differ, the 't' value 
indicates that these differences are not significant a t the .05 leveL
D ifferences Between the Extent o f Market Coverage by the Wholesalers
in Nigeria and the United States
Table 71 presents the results o f the t-te st  analysis for the differences 
between the extent o f market coverage by the wholesalers in Nigeria and the 
United States. T h e't' value indicates a significant difference in the extent of 
geographic operations by wholesale firms in the tw o countries. According to  
the mean scores, most of the firms in Nigeria operate locally, limiting their 
operations mostly to the  areas w here th e  firm s are  located . C ontrariiy , most 
operations in the  United S ta tes are regional in ex ten t, and as in the  case of 
Nigerian firm s, th e re  a re  some national operations, but none of the  firm s 
indicated operating internationally. The number of locations for both sets of 
firms d iffers significantly. With an average o f 6.3 number o f locations ranging 
from one to 19 locations, the firms in the United States have relatively higher 
number o f  locations than the firms in Nigeria where the average number o f  
locations is 3.6, with a minimum number o f  one, and a maximum of 9 locations. 
When the extent o f emphasis placed on four kinds o f marketing activ ities are 
compared, two showed significant differences. While the percentage o f the 
extent o f  emphasis placed on product and promotions did not show significant 
differences, the extent o f emphasis placed on price and distribution did. The 
wholesalers in Nigeria seem to place a higher emphasis on price than those in 
the United States, while the later place more emphasis on distribution that 
their counterparts in Nigeria. T h e't' value also indicates that the number of
‘Pttble 71
"t” TEST FOR SIGNIFICANT DIFFERENCES BETWEEN THE EXTENT OF MARKET
COVERAGE BY THE WHOLESALERS IN NIGERIA AND THE UNITED STATES
Measures
Mean
Nigerian United States iipi
1. Extent of geograhic operations 1.1 2 .5 2.42*
2. Number o f  locations 3 .6 6.3 2.31*
3. Extent o f emphasis placed on marketing activ ities  
a. Product 33.3 35.8 1.89
b. Price 33 .5 24.4 -3 .4*jt
c. Promotion 14 .5 15.7 -1 .5
d. Distribution 18.9 24.1 -2 .0 5 *
4. Number o f days it takes from when customers 
place an order, to when they receive the items. 8 .3 3.3 5 .4 5 * f
5. Composition o f  im mediate customers 
a. Sub-wholesalers 54 .0 72.1 -3 .0 *
b. R etailers 10.3 12.6 - .7 9
e. Pinal consumers or users 35 .7 15.3 4 .2*
* Significant a t the .05 level 
Approximate t-te st  applies
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days it takes from when customers place an order, to when they received the  
item s differ significantly between the two countries. Order delivery takes 
relatively more days for Nigerian wholesalers than those in the United States. 
With an average o f 8.3 days, the number o f  days ranged from one to  20 days for 
Nigerian firms, while the average for the United States firms is 3.3 days, and 
ranged from one to  10 days. Finally, the composition o f  immediate customers 
for the two sets of firms varied significantly. Although both wholesalers have 
high percentage of sa les to sub-wholesalers, the difference between them, 
according to the 't' value was high enough to be significant. The percentage 
composition o f  retail custom ers for these firms did not differ, but their 
percentage o f sales to the final consumers or users showed significant 
difference. The firms in Nigeria sell more (35.7%) to final consumers or users 
than  th e  firms in the  United S ta tes  (15.3%).
Examination o f  the Stated Hypotheses
Due to the comparative approach taken in this study, it was not possible 
to discuss the stated hypotheses until the data from the two countries were 
analyzed. In the following pages, each of the hypotheses wUl be restated and 
examined, using the findings from the canonical correlation analyses, factor  
analyses, and the t-te s t  analyses. The first nine hypotheses were formulated 
from a portion of the Bartels' model described earlier in this study for 
comparing marketing system s through relating them first to their environment. 
Based on this model, the nuU hypotheses of no relationship were accepted  
except where statistica lly  significant relationship was found in both countries 
for the same hypothesis.
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Hypothesis I: There exists no relationship between the development in
technology, and such wholesalers' organizational
structures as size.
This hypothesis was evaluated through the use of canonical correlation
and factor analysis. The output generated by these analyses included: the
correlation coefficients; the redundancy index; the canonical loadings; the
canonical weightings; and the factor loadings. The results o f these analyses for 
the firms in Nigeria and the United States were presented in Tables 20, 21, 22, 
49, 50 and 51. Significant relationship were found between the technological 
variables and the size  o f the firms in both countries. Based on this, hypothesis 
1 can be rejected.
Hypothesis 2: There exists no relationship between the development in
technology, and such wholesalers' organizational
structures as assortment structure.
The resu lts  of the various analyses used in testing  th is hypothesis were 
p resen ted  in Tables 23, 24, 51, 52, 53 and 54. Some relationships were found 
between the technological variables and the assortment structure measures 
among the firms in Nigeria, but none of the relationships found within the 
wholesale firms in the United States was significant at the .05 level. Due to  
the absence of significant relationship in one of the countries, used in this 
study, hypothesis 2 can be accepted.
Hypothesis 3: There exists no relationship between the development in
technology, and such wholesalers' organizational
structures the extent o f market coverage.
Hypothesis 3 can be rejected at the .05 level o f significance. As shown in 
Tables 26, 27, 28, 55, 56 and 57, various measures of the extent of market 
coverage by the wholesaler firms in both countries were significantly related to 
the economic variables existing in these countries.
Hypothesis 4: There exists no relationship between the socio-cultural
environment, and such wholesalers' organizational
structure as size.
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The results o f the analyses used in evaluating this hypothesis were 
presented in Tables 29, 30, 31, 58, 59, and 60. Significant relationships were 
found between the socio-cultural variables in both Nigeria and the United 
States, and the size  o f the wholesale firms in these countries. Therefore, 
hypothesis 4 can be rejected.
Hypothesis 5: There exists no relationship between the socio-cultural
environment, and such wholesalers' organizational
structure as assortm ent structure.
This hypothesis can be rejected based on the findings presented in Tables 
32, 33, 34, 61, 62, and 63. At the .05 leve l o f  significance, the assortment 
structure measures o f both Nigerian and the United State wholesale firms were 
found to be related to the socio-cultural variables in the two countries.
Hypothesis 6: There exists no relationship between the socio-cultural
environm ent, and such w holesalers' organizational
s tru c tu re  as the  ex ten t o f m arket coverage.
The resu lts  o f the analyses perta in ing  to  this hypothesis p resen ted  in 
Tables 35, 36, and 37 indicated a lack o f significant relationship between the 
socio-cultural variables and the extent o f market coverage by wholesale firms 
in the United States. On the other hand, the results of the findings presented in 
Table 64, 65, and 66 for the firms in Nigeria showed a significant relationship 
between those measures at the .05 level of significance. However, due to the 
absence o f significant relationship in one country, the nuU hypothesis can be 
accepted.
Hypothesis 7; There exists no relationship betw een the economic 
environment, and such wholesalers' organizational
structure as size.
This hypothesis can be rejected based on the findings in Tables 11, 12, 13, 
40, 41, and 42. These results showed that at the .05 level o f significance, the 
s ize  o f  the wholesale firms in both Nigerian and the United States were related  
to the economic environment in these countries.
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Hypothesis 8: There exists no relationship between the economic
environment, and such wholesalers' organizational
structure as assortment structure.
The findings of the analysis used in evaluating this hypothesis are 
presented in Tables 14, 15, 16, 43, 44 and 45. At the .05 lev e l o f significance, 
the measures for the assortment structure o f the firms in the tw o countries 
were found to be related to the economic variables existing in these
environments. On this basis, therefore, the hypothesis can be rejected.
Hypothesis 9: There exists no relationship between the economic
environment, and such wholesalers' organizational
structure as the extent of market coverage.
This hypothesis was evaluted with the findings presented in Tables 17, 18,
19, 46, 47, and 48. These results indicated that among firms in both Nigeria and
the United States, the extent of market coverage were related to the economic
environm ent in the  countries o f location. As a resu lt, hypothesis 9 can be 
rejected.
Hypothesis 10: There exist no differences in the organizational
structure o f wholesalers in Nigeria and the United 
States.
This hypothesis was tested by comparing the mean scores o f the various 
organizational structure measures used in this study between the wholesale 
firms in Nigeria and the United States. The 25 measures were compared using 
the t-te st  analysis under the sub-division o f size , assortment structure, and 
market coverage. In order to accept this hypothesis, there would have to be an 
absence of significant d ifferences in these measures for firms in United States 
and Nigeria on more than half o f the measures. A perusal of Tables 69, 70, and 
71 indicate that at the .05 level of signicance, there were significant 
differences on sixteen of the measures, thus indicating a strong rejection of the 
hypothesis.
CHAPTER V
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 
Introduction
TTiis chapter consists of five sections. First, a summary 
o f the research is given. Second, the hypotheses are again 
presented in summary form. Third, conclusions developed 
from the research are presented. The fourth section discusses 
the implications o f  the research for academicians and 
practioners. Finally, suggestions for future research are 
provided for the purpose of stimulating continued research 
into the  a rea  of com parative m arketing.
Summary of the  Study
The purpose of the dissertation was to examine the organizational
structures o f household appliance wholesalers of two countries in different
stages of environmental development, and determine their relationship to
selected  environmental variables. More specifically, the nature o f association
between economic, socio-cultural, and technological environment and the size,
assortment structure, and the extent o f  market coverage of wholesale firms in
Nigeria and the United States were investigated. Further, the differences and
sim ilarities in the organizational structure of these firms were examined.
The existing literature in channel organization suggested that one o f the
most important factors in the performance o f  complex organization is their
structure. It also suggested that different environmental conditions required
different types o f organizational structural accommodation for a high level of
performance to be achieved, and system atic comparisons to determine
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conditions under which these relationships hold could be carried out using 
existing techniques, theories, and models from the organizational system area. 
In as much as cross-country studies focusing on the relationships betw een the 
organizational structure o f  wholesale firms and their environment had not been 
investigated in any appreciable detail by marketing academicians and 
practitioners, and given their importance to business firms and marketing 
educators involved in the transferring o f  marketing techniques between  
countries at d ifferent stages o f  environmental development, this research was 
undertaken. Several hypotheses were developed as a result o f  the literature 
review and tested using accepted  sta tistica l procedures. The data for the study 
was generated from a research design which employed the use o f personal 
interviews and m ail questionnaires directed towards sales managers in 
wholesale firm s involved in th e  d istribution  of a ir conditioners and re frig e ra to rs  
in N igeria and the U nited S ta te s . These two products were chosen because of 
their durability and value, and because o f  their importance in Nigeria due to  
clim atic conditions. It was also noted that these products were handled by 
single wholesalers both in Nigeria and the United States. Firms were selected  
for inclusion in the study from tw o published lists: the membership list o f the 
North American Heating and Air Conditioning Associations; and the Nigerian 
Yellow Pages, and were interviewed or sent questionnaires through the mail. 
Questionnaires were subjected to a tw o-stage pretest, and foUow-up procedures 
were used to insure maximum response.
Hypotheses
Ten hypotheses were subjected to testing in this dissertation. Hypotheses 
Hg, and Hg were accepted. Hypotheses H^, Hg, H^, H ,, H^, Hg, Hg, and 
were rejected. In Table 72, each hypothesis is stated, the data source employed
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in each ease is given, the sta tis tica l test applied, if  applicable, is provided, and 
whether or not the hypothesis was accepted or rejected.
Conclusions
Conclusions relevant to each hypothesis, as weU as general conclusions 
not directly related to the hypotheses are presented in this section. In some 
cases, the conclusions were generated as a result o f the dissertation research, 
although in some instances, the conclusions may not have resulted from 
sta tistica l significance. For those cases where conclusions are drawn from 
statistically  non-significant results, they are included because o f  their 
managerial significance.
A. Conclusions Relevant to Hypothesis 1; In so far as d irect relationships 
were found between the number o f  departments or working units, the total 
num ber of em ploym ent, th e  am ount o f ne t sales in 1932, end the  rate o f usage 
o f various types o f  c a rr ie rs  and com m unication fac ilities  by wholesale firm s in 
the two countries surveyed, one can conclude that the organizational structure 
o f a wholesale firm, in terms o f the size, is a reflection  o f the level of 
development in the technological environment o f the country it exists. The 
available literature in organizational structure had suggested that in an 
environment where technological advancement is often relatively backward, 
there wiU be little  opportunity or incentive to  develop large-scale operation, 
and this research has verified that concept in isolation from the e ffec ts  o f  
other environmental factors. It can be concluded that unless modifications are 
made in the number and composition o f employment, number of departments or 
working units, and the education o f  salespeople, a structure in terms o f size, 
which proves effic ien t for a v/holesale organization in one o f these countries 
cannot be effectively  im plemented in firms located in the other country.
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The significantly high number o f large wholesale firms found in the United 
States can be explained by the level of technological development in this 
environment. The high availability o f  public motor carriers, railroads, and 
airlines existing in this environment provides the wholesale firms in the United 
States with high degree o f dependability, capability, and speed in product 
delivery. However, the rate o f usage of airlines in tran^orting the largest 
amount o f the air conditioners and/or refrigerators sold was rated significantly 
low. Possibly this is due to their higher cost o f  usage relative to motor carriers 
and railroads, or perhaps the later provide the firms with the desired efficiency  
in product deliveries, thereby limiting the use o f  airlines to emergency 
deliveries. N evertheless, it was found that the high usage o f the carriers 
enables these v/holesale firms to maintain high performance in the rate of their 
order deliveries to the custom ers, thus, accounting for the resulting  high n e t 
sales. It also may have c rea ted  the need for m ore working units, m ore 
managerial and clerical employees, and more talented and knowledgeable 
salespeople able to handle more effective ly  the pressure arising from the 
increased market growth caused by expanding sales volume.
The relatively high rate o f usage o f  telephones and central computers by 
these firms as methods utilized in contacting manufacturers or retailers may 
account for the shorter tim e it  takes for them to accomplish the tasks o f order 
transmittal, order processing, and order delivery. Trade journals and magazines 
also show a significant high rate o f  usage among firms in the United States. As 
the information provided by these sources can be more easily applied in these 
large firms where start-up costs for new ideas can be absorbed more easily, 
th e ir im portance as m ethods o f com m unication is evidenced by the high 
relationship found between them and the net sales among these firms.
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On the other hand, the significantly lower rate o f usage of such carriers 
as airlines and railroads found among wholesale firms in Nigeria deny these  
firms the speed and capability that accrue from such carriers when used in 
transporting their products. One may conclude that the lower net sales found 
among these firms is due in part to their inability to provide adequate order 
deliveries to the customers. This situation is further aggrevated by the high use 
o f private carriers (as opposed to public carriers), which due to their smallness, 
do not provide the capabilities o f transporting large quantities o f air 
ccnditioners and/or refrigerators as seen among firms in the United States. 
Furthermore, due to the low availability o f such efficient methods o f 
contacting manufacturers or retailers as telephone and computers, the firms in 
Nigeria resort to the use o f slower, and maybe, less effective  methods like 
d irec t mail, personal con tac t, and telegram s. The resulting low sales volume 
from this ineffic iency may account for the few er working units or departm ents 
found among these firms, and their inability to employ more salespeople 'with 
four-year college degree.
B. Conclusions Relevant to Hypothesis 2: It was found that while the number 
o f units available for sale by wholesale firms in Nigeria were significantly  
related to the level o f availability, and the rate of usage of carriers and various 
methods utilized in contacting manufacturers retailers, no significant 
asocia tion  exists in the United States. The fact that the hypothesis was 
rejected in this instance may lead to the conclusion that the level o f  
availability and usage o f  transportation and communication facilities may not 
be very helpful in explaining the nature of assortment structure of firms in such 
developed technological environment as the United States. Contrary to 
suggestions in available literature, the high number o f electric-operated air-
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conditioners and refrigerators, and the high number o f  models in the product 
lines o f  these wholesale firms did not significantly relate to the high 
availability and the high lev e l o f  usage o f the transportation and communication  
facilities existing in this country.
An examination o f these wholesalers' perceptions regarding the influence 
o f technological factors on the firms' assortm ent structure indicates otherwise. 
Most wholesalers fe lt that neither product delivery, nor the number and variety 
of item s they se ll are lim ited by inadequate telephone and telegraph facilities  
to con tact the suppliers. Also, product deliveries from suppliers are not 
delayed by the lack o f adequate motor carriers and/or railroad system s. An 
explanation for the absence o f significant relationship cannot be offered except 
possibly that it is atypical. This could be due to three factors: (1) due to the 
close p roxim ities o f th e  w holesale firms to th e ir  suppliers, the high availability  
of these fac ilities  may not be significantly  regarded  by these firm s as am ong 
the major factors determining the level and composition o f their product 
assortment, (2) the ability o f  these firms to acquire these facilities, rather than 
the leve l o f availability, may play a more important role in the composition of 
their assortm ent structure, and (3) due to the leve l o f technological develop­
ment in this environment, the existence o f these facilities may be regarded by 
these firms as an obligatory part o f the social structure, and therefore are not 
highly regarded as major factors determining their assortment structure.
However, the findings in Nigeria indicate that the assortment structures 
o f the wholesale firms in this country are characterized by low number o f  
products for sale, and few er number o f  product models in their product lines. 
This can be explained to som e extent by the lev e l o f technological development 
in this country. The low availability o f  public motor carriers, railroads, and
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airlines, coupled with the high usage o f such slower methods as direct mail, 
personal contact, and telegram, in contacting the suppliers delay order trans­
m ittal to the suppliers, and increase the tim e they take to deliver the orders. 
For this reason, these wholesaler firms are constantly under-stocked, which 
may account for the fewer number o f air-cwiditioners and refrigerators 
available for sale in these firms. The importance of the leve l o f  availability 
and usage o f these facilities in determining the assortment structure of  
wholesale firms in Nigeria, combined with their relative unimportance in the 
United States would suggest the conclusion that inadequacy in transportation 
and communication facilities, rather than their over abundance has a more 
significant e ffe c t  on the composition o f the assortment structure o f a wholesale 
firm.
C. Conclusions R elevant to  H ypothesis 3: For th e  two groups of firm s
surveyed, i t  was found th a t the leve l o f technological developm ent rem ains an 
im portan t fac to r influencing the extent of their market coverage. Many of the 
measures o f  the extent o f market coverage were significantly related to the 
technological development in these countries, and therefore may lead one to  
conclude that irre^ ec tiv e  o f  the country, the geographic patterns of 
distribution and the nature o f variation between local markets are to a high 
extent dependent on the types o f transportation and communication facilities 
available. Although there exist a significant high leve l o f  local operations 
among firms in the United States, a majority o f them service both regional and 
national markets. Their ability to establish and maintain such a wide range of 
market area is highly related to the availability o f  such effic ien t methods as 
telephone and computers, and their high usage in contacting both the suppliers 
and the retailers. In light o f this, these firms are able to  maximize their
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coordination o f  such physical distribution activ ities as equipment monitoring, 
scheduling, tracing, and expediting.
Additionally, the high level o f availability and usage o f motor carriers, 
railroads, and airlines enable these firms to  extend their operations to any 
regions in the country, due to their ability to facilitate order deliveries from  
the suppliers, and to the customers. Conversely, one can conclude that the high 
variation in the nature o f market coverage by Nigerian wholesalers is due 
mostly to the inefficiency in the transportation and communication facilities  
which lim it their abilities to locate and/or operate outside the urban areas. The 
findings show that the products available for sale are heavily concentrated, and 
most often restricted to som e major cities in Nigeria where these firms are 
located. This inherent inability to expand to other areas o f the country are 
traced to the lov; availab ility  of public m otor carriers, railroads, and airlines. 
Also, the  high level o f usage o f direct mail, telegram, and personal contact due 
to the low availability o f such more e ffective  methods as telephones and 
computers act as handicaps to the efforts o f these firms to expand their 
market. Due to this, these firms attem pt to increase their sales by selling to 
both sub-wholesalers, retailers, and final customers or users. This may explain 
the high emphasis placed on product pricing by these wholesalers, as it gives 
them a com petitive leverage against the sub-wholesalers and retailers serving 
the same final custom ers or users as these firms.
D. Conclusions Relevant to Hypothesis 4; The variability in the size o f the 
wholesale firms in the two countries can be explained in part by the level o f 
importance o f  customers' expectations and the extent of existence and enforce­
ment o f  various government regulations. However, the findings indicate that 
the nature o f their influence do vary by country, possibly because of the
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difference in the level o f  their existence in these countries. It can also lead 
one to  conclude that the level o f existence and enforcem ent of these  
regulations are higher among firms in developed environment than they are for 
those in developing environment, and therefore are significantly less 
determinants o f  the size  o f in the later.
In order to  provide adequately the product information and such services 
as returns, repairs and complaints highly demanded by their customers, as weU 
as enhance their reputations with these customers, the wholesale firms in both 
countries establish service departments in most locations, and employ more 
talented and knowledgeable salespeople. However, the significantly higher 
sales volume found among firms in the United States can be attributed to the 
higher importance they attach to availability of credit to their customers, 
depth of th e ir  product lines, as well as the seasonal and quan tity  discounts 
offered by these firms. On the other hand, whUe all the thirteen regulatory 
measures employed in this study were found to have a high leve l o f existence  
and enforcem ent in the United States, only sales and federal taxation were 
rated highly as being enforced in Nigeria. One possible explanation for the low 
level o f  existence and enforcem ents of these regulations in Nigeria may be 
because they are not considered important functions due to the low status 
accorded to distribution system s by governments in developing environment, or 
that they are incapable o f enforcing these regulations where they exist. From 
these findings therefore, one can conclude that no universal inferences can be 
made with regard to the exact patterns o f  relationship between socio-cultural 
factors and the size  o f a wholesale firm.
E. Conclusions Relevant to Hypothesis 5: The high importance attached to 
consumer expectations o f product and services by wholesale firms in both
204
countries figured as major determinant o f the structure o f  the product 
assortment found in these firms. Unlike the United States however, the level o f  
existence and enforcement o f  various government regulatory actions did not 
contribute significantly to the relationship found in Nigeria. This significant 
influence o f consumer expectation in the two countries, combined with the 
relative inactivity o f government regulations in Nigeria would suggest the 
conclusion that government regulations, maybe, due to their high existence and 
enforcement, are much more important in determining the types and the 
amount of units in the product lines o f  firms in a developed country than they 
do in a developing country.
Generally, the wholesale firms in the United States include larger number 
o f units and varieties of air conditioners and refrigerators in their product lines. 
This is highly associated  to the high im portance a tta ch ed  to product 
availability, and the depth o f their product lines. It would also appear that 
due to the high level o f enforcem ent o f regulations on product quality and 
safety  by the United States government, the firms attach high importance to 
product quality, refund and return policies, and product warranties. On the 
other hand, the high ratings for customer expectations o f product availability 
and the depth o f the product line in the responses o f firms in Nigeria can 
explain the higher percentage of gas-operated air-conditioners and refrigerators 
existing in their product assortment.
F. Conclusions Relevant to Hypothesis 6; The level o f existence and 
enforcem ent o f  government regulatory actions appear to be less determinant of 
the extent o f market coverage by wholesale firms. Despite the high level o f 
existence o f these regulations in the United States, none o f  them showed 
significant relationship to the extent o f market coverage by firms in both
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countries. The data provided by the respondents surveyed showed that the scale 
o f operations in terms o f number of locations, the regions o f  the country they 
operated, and the types o f customers they served is not regulated.
The fact that the hypothesis was accepted suggests that the assumptions 
o f a typical pattern o f market coverage may be highly questionable. Although 
it was found that the influence o f socio-cultural environment on the extent o f 
market coverage o f  the firms varied between the two countries, one can 
conclude that the relationship cannot be studied a t  the aggregate or country 
level possibly because of the high degree o f variation within a country.
G. Conclusions Relevant to Hypothesis 7; The available literature in channel 
organization has suggested that the environment in which the channel operates 
is always influenced by the peculiar and pressing economic problems of the day. 
The findings of d irec t relationship  betw een the  size of wholesale firms in the 
two countries surveyed, and th e  econom ic environm ent is therefo re  to a  high 
extent universally applicable within the marketing organization involved in the 
distribution o f household products. From this, one can conclude that for a 
successful transfer o f wholesale organizations betw een these two countries, 
major modifications wiU have to be made in the design o f their sizes due to 
differences in the basic economic environment.
Due to high availability o f credits from manufacturers and banks, the high 
use o f computerized inventory systems, the high number o f suppliers, and their 
locations mostly within the country o f operations, the firm in the United States 
are able to acquire and maintain large number o f  air conditioners and 
refrigerators in their product lines. This may also explain the high net sales 
found among these firms, as w ell as their willingness and ability to employ more 
salespeople with four-year coUege degree knowledgeable enough to handle the
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pressure from increased demand. Also, the high availability and usage of 
credits and retained earnings enable these firms to establish more departments 
or working units, and accounts for the large number o f clerical and managerial 
employees they have.
On the other hand, the wholesale firms in Nigeria are characterized by 
lower net sales, low number of salespeople with four year coUege degree, low 
number o f clerical and managerial employees, and relatively high number of 
working units or departments. The low net sales found among these firms can 
be explained in part by the low demand of these products in Nigeria. It can also 
be attributed to four factors: (1) these firms do not carry adequate number of 
products in their product lines due to insufficient number o f suppliers in the 
country, (2) th e  delay in product arrivals from the large num ber of suppliers 
located  outside the  country, (3) the delay caused by the use o f manual inventory 
system , and (4) the low availab ility  o f c red its  from  the m anufacturers or banks. 
Finally, the low number o f c ler ica l and managerial employees found among 
these firms can be tied to their inability to hire more workers due to the low 
availability o f credits from banks and low retained earnings, or possibly because 
a majority o f these firms are relatively young (in terms o f the number o f years 
in operation), when compared to their counterparts in the United States.
H. Conclusions Relevant to Hypothesis 8: A majority o f the assortment
measures were found to be significantly related to the economic environment in 
the two countries surveyed, therefore, it can be concluded that the level of 
availability o f the products for sale, and their varieties are highly dependent on 
the level o f  economic development o f the country in which the firm is located.
The findings indicate that the wholesale firms in the United States have 
more products for sale, and also maintain more variety o f models in their
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product lines. This is significantly related to the high level o f  demand for air 
conditioners and refrigerators existing in this environment, and their ability to 
acquire the products due to the high availability and usage o f credits from 
manufacturers and banks. It would also appear that while the location of 
suppliers in the country of operation maximizes product availability, the high 
use o f computerized inventory system s by these firms affords them the 
advantage o f effic ien t monitoring, and maintenance o f high stock level.
On the other hand, the relatively younger firms found in Nigeria carry 
lesser number and varieties o f  air conditioners and refrigerators in their 
product lines, possibly because they do not have enough retained earnings, 
and/or due to their inability to acquire credit from the manufacturers or the 
banks, it  can also be accounted for by the lower level o f demand for these 
products in Nigeria, which may a c t  as a disincentive to  la rger p roduct stock. 
However, despite the low demand for o ther varie ties, a  d isproportionately  high 
level o f demand exists for gas-operated air-conditioners and refrigerators, and 
as a result, the firms include a higher percentage o f them in their product lines. 
A possible explanation for this may be the widespread irregularities, and the 
inherent shortages in the electricity  power supply in this country.
I. Conclusions Relevant to Hypothesis 9: The findings indicate a signifi­
cantly high association between the measures in the two countries surveyed, 
and can lead to the conclusion that the extent o f market coverage by wholesale 
firms is highly influenced by the economic environment o f the countries in 
which these firms are located. Because o f  the country-wide demand of the 
products, the wholesale firms in the United States establish and maintain more 
number o f  locations in various regions of the country. According to the data 
provided by the respondents, their ability to set-up, and service such extensive
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network o f operation is enhanced by three factors: (1) the large number of 
suppliers, and their locations in the United States assures undisrupted product 
suppliers, and high availability o f  the products, (2) the high use o f  computerized  
inventory system s enable these firm s to monitor stock levels more effectively , 
to avoid constant product stock-outs and to reallocate excess products to areas 
of higher demand, (3) the high availability and usage o f credit from 
manufacturers and banks, as w ell as the high retained earnings enable these 
firms to sustain the high cost o f  market expansions. Finally, in an effort to 
assure maximum coordination, and also create product awareness, these firms 
place more emphasis on product distribution and promotion.
On the other hand, due to the low demand for these products in Nigeria, 
and the high concentration of the demand to urban areas, the wholesale firms in 
this country tend to localize  th e ir  operations, res tric ting  them  to  m ajor cities. 
Their ability to expand their operations is also limited by the low availability of 
credit from manufacturers or banks, and low retained earnings. Due to the high 
concentration of the market, these wholesale firms do not consider product 
promotion a major tool to  increase sales, rather, they emphasize more on 
product pricing, probably undercutting the prices offered by other wholesalers 
as to attract more customers in the smaU but highly concentrated market area. 
Also, to increase sales, they com pete with the sub-wholesalers and retailers for 
the final customers or users. This is indicated by the high sales to  these final 
customers found among these firms.
J. Conclusions Relevant to Hypothesis 10: The findings o f  significant
differences between the organizational structures of the two sets o f wholesale 
firms indicate a strong support for the suggestion by available literature in 
marketing organization that institutions and methodologies in marketing reflect
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the particular environment in which they are found. One can conclude that the 
location o f  major suppliers for Nigerian firms more outside the country of 
operations is a major contributor to the low availability, and constant shortage 
o f products for sale, due to the longer period o f  tim e it takes for order 
deliveries from the suppliers. Also, because o f the location of their suppliers in 
various countries, the assortment structure o f the firms in Nigeria are 
characterized by relatively high product varieties.
Contrary to the expectation o f a significant difference in the total 
number o f  employment by firms in the two countries, only the various 
compositions o f  employment differed. One possible explanation for the near 
parity in the to ta l employment may be because of necessity for more workers in 
Nigerian firms to accomplish the labor intensive tasks of the extensive manual 
operations inventory system . It ear. also be concluded th a t due to the 
complexity of the market structure, and the high com petitive pressure in the 
United States, the firms employ more educated salespeople, and more managers 
to provide the necessary expertise.
High availability of effic ien t transportation and warehousing facilities, 
and the close proximity to the suppliers offer the firms in the United States the 
oppwtunity for speed delivery, and product availability. On the other hand, the 
inadequacy of these facilities, coupled with irregularities in product supply, 
frequently lead to wide and erratic price fluctuations, seasonal shortages and 
surpluses for firms in Nigeria. One can conclude that these factors, as opposed 
to the leve l o f demand, accounts more for the low sales among Nigerian firms 
in that they do not have the ability to fill a ll customer orders due to  constant 
product stock-outs.
It can also be concluded that the relatively high existence o f  gas-operated  
refrigerators in the product lines o f Nigerian firms is a strategic response to
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economic conditions existing in that country. The overall purpose may be to 
satisfy the demand o f a target audience which cannot use the electric-operated  
appliances due to the lack o f electricity  in the parts o f the country they live, 
and those that use these appliances as back-ups in cases of power failures. 
Finally, the more number o f  locations, and the extensive market coverage found 
among United States' firms can be attributed to the fact that the demand for 
the product is evenly distributed in the country, as opposed to Nigeria where 
the demand is highly concentrated in major c ities. This is also encouraged by 
the high availability o f computerized inventory system s, transportation, and 
communication facilities in the United States, which facilita te  the physical 
distribution activ ities o f order transmittal, order processing, and order delivery. 
Implications o f the Study
The resu lts  of th e  research  show th a t the d ifferences in the basic 
structures of wholesale firms from country to country may not be vast, but the 
nuances and variations in the structures are significantly different. Not only 
does the organizational structure o f  the firms in a developed environment differ 
from those in developing environment, the manner of their operation also 
differs. The im plications and ramifications from such findings to  marketing 
practitioners in Nigeria and the United States, international markets, as w ell as 
academicians are numerous, and are discussed in the following sections.
A. Implications for Marketing Practitioners in the United States;
The high relationship found betw een the environmental factors and the 
size, a sortm en t strcutures, and market coverage o f firms in the United States 
has several significant managerial im plications in the areas of channel design, 
logistic, sales, and operation policies. A general review o f the findings by the 
wholesalers can provide a basis for developing better marketing strategies and
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programs. For example, the knowledge o f  the importance and the influence the 
use of each o f the components o f the communication and transportation 
facilities on the structural factors o f the firms' organization can be enormously 
useful to wholesale firms relatively new to the industry or have recently  
established departments for the distribution o f air conditioners and 
refrigerators. These firms, in order to reduce the start-up cost associated with 
new endeavors, could best a llocate their resources by utilizing the kinds o f 
information sources, and modes o f  tranportation considered most effic ien t by 
majority o f the firms surveyed.
The findings highlighted the importance of trade journals, trade shows, 
and trade conventions in contacting both manufacturers and retailers, points 
out the necessity that wholesalers constantly provide com plete and accurate 
inform ation in these  sources. Also, the  extensive m arket a reas covered by most 
o f the firm s can highlight the need for the individual firm  to design more 
efficient and highly coordinated physical distribution and information network 
to enable it to maintain adequate control o f such marketing activ ities as 
product distribution, promotion, pricing, and to achieve differential advantages 
over other firms in the industry.
For firms developing marketing strategies to enable them to effectively  
reach their customers, the knowledge that certain customer expectations are 
more important than others, would be extrem ely helpful. The high customer 
expectation o f such factors as product quality, product warranties, product 
information, and product services point out the necessity that firms continously 
devote a specific percentage o f their budget to providing expanded warranties, 
service training, service centers, buying guides, and eomplaint-resolution  
systems, e.g ., instituting to ll-free telephone eaUs through which the customers
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can present questions and complaints. Additionally, procedures for continually 
monitoring the service level w ill becom e im perative. These could include 
establishing customer service goals and objectives, setting customer service  
standards, and measurement and control o f  customer services.
The wholesalers knowledge of the high existence and enforcement of 
goverment regulations on product quality and product safety  can enable them to 
develop programs designed to m eet the specific standards, and avoid the severe 
penalties and lawsuits stemming from possible violations. Such programs with 
the aid o f the manufacturers, could be focused on the needs to; (a) adhere to aU 
stated or implied warranties o f the products, with implementations through 
timely recalls, repairs or replacements, (b) maintain prompt and complete 
responses to aU complaints received, (c) increase assurance through adequate 
quality control, i.e. assuring th a t quaKty is a t  leas t equal to  vjhat custom ers 
may reasonably expect on the basis o f company's representation, and (d) design 
or formulation and packaging o f products to minimize possibilities of harm or 
injury in product use. Additionally, the high existence o f inventory and sales 
taxation in this country, and the variation o f their enforcem ent in some sta tes  
can highlight the need for new firms deciding where to locate, or existing ones 
planning to expand their operations to other parts o f the country, to determine 
the actual tax burden associated with each location.
B. Implications for Marketing Practioners in N igeria;
An important implication o f the findings in this survey for wholesale firms 
in Nigeria is the realization that there exist substantial barriers confronting 
firms who might wish to expand their businesses, or adopt more modern 
methods o f operation. Generally, the wholesalers knowledge of the limitations 
imposed on their operations by the low availability o f  carriers, communication
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facilities, funds, and the location o f a high percentage of their suppliers outside 
Nigeria can better enable them to develop marketing strategies designed to 
utilize their organizational structure in ways beneficial to the firms.
The findings showing that the size, assortment structure, and market 
coverage o f wholesale firms in this country are limited by their inability to use 
other sources o f funds except the retained earnings highlights the need for 
these firms to  either design more effic ien t and profitable marketing programs 
using the existing organizational structure, or seek out more avenue for 
additional funds for possible expansions. For example, units or working 
departments that are duplicitous in functions or activ ities could be eliminated, 
so could locations that are considered less profitable due to significantly low 
sales. Similarly, the high handling costs resulting from inefficient work 
methods, poor tran spo rta tion  scheduling, ineffic ien t inventory m anagem ent, 
improperly designed and poorly managed physical market facilities could be 
reduced by eliminating some unknowledgeable managerial employees, and 
replacing them with well-trained marketing experts who could provide the 
analysis and innovative needs to change the marketing practices.
Alternatively, rather than depending on the limited retained earnings to  
provide the funding necessary for both internal and external expansions, the 
firm could u tilize  the credits available from the banks and the suppliers. The 
lack of funds to acquire products for sale, as well as to maintain adequate level 
o f services can also highlight the need for the firms to seek a stronger 
distributor support from the manufacturers to effectively  build up the volume 
o f their products. Such supports could include; increased discount system s, 
adequate credit, training o f firms' salespeople, faster product delivery, fair 
policy of adjustments and returns, and adequate technical and service supports.
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As an additional implication, wholesale firms acting as foreign agents may 
decide to becom e assemblers or manufacturers on their own account through 
licensing agreem ent with their former principles.
The high categorization o f  consumers in this country into rural and urban 
groups offer som e dissimilarity between their patterns of buyers' behavior. This 
points out the necessity that firms formulate new marketing policies, and/or 
reinforce the existing ones to accomodate the need in both market segments. 
For example, existing product lines could be altered to heavily reflect the high 
demand for gas-operated air conditioners and refrigerators in the rural markets, 
and the firms could make significant changes in the nature o f their operation to 
facilitate product deliveries to these areas. Such changes could include; the use 
of more knowledgeable salespeople to maintain frequent customer contact in 
the ru ra l m arkets, and increased use of such public transporta tion  modes as 
motor ca rrie rs  and railroads to speed up deliveries to the ru ra l m arkets. An 
additional implication for these firms could be to establish service centers in 
these rural markets to provide such customers needs as product repairs and 
returns, product information, and product services.
Finally, the existing low level o f  demand for air-conditioners and 
refrigerators in this country, and the resulting low sales has an important 
implication for the wholesale firms. It highlights the need for the firms to put 
more emphasis on some demand generating marketing programs to increase 
their sales volume. The firms could create more consumer awareness in both 
rural and urban markets by using more e ffec tiv e  promotional tools, they could 
also significantly maintain lower prices by including less expensive but effic ien t 
products in their product lines. Furthermore, customer confidence in the 
quality o f the products could be enhanced using product warranties, refund and 
policies, and exchange policies for d efective products.
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Implications for International Markets
The results of the research show that the differences in the basic 
structures of wholesale firms from country to country may not be vast, but the 
nuances and variations with the structures are significantly different. Not only 
does the organizational structure of the firms in a developed environment differ 
from those in a developing environment, the manner of their operation also 
differs. The im plications and ram ifications from such findings to  the inter­
national marketers are numerous. The verification that these variations are as 
a result of differences in the social, cultural, econom ic, and technological 
conditions of these countries implies that careful planning is crucial if an 
international marketer is to obtain the lucrative benefits possible from serving 
foreign m arkets, and th a t only through a Imovvledge of the likely  d ifferences 
and problem areas can such ventures be undertaken.
To operate in this market, international marketers must exercise  
maximum control over marketing activities by establishing branch sales o ffices, 
branch plant assemble operations, or wholly-owned manufacturing subsidiary to 
assure higher product availability. A lternatively, they could give over control 
to  economically and often politically powerful firms in the country. To 
accomplish this, som e form of contractual arrangements and broad concessions 
could be used to encourage the wholesalers to monitor the marketplace, and to 
engage in more effic ien t marketing practices.
The inadequate inventories and constant product stock-out found among 
wholesale firms in Nigeria as a result of lov/ availability of funds and 
insufficient sources of product suppliers highlight the need for the international 
marketers planning to  operate in this country to provide local warehousing 
facilities or extend long-term credits as to enable the wholesale firm s to
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provide these, and give product discounts to encourage the firms to carry large 
inventories. A lso as evidenced by the lack of sufficient product service  
departments in these firms, it  is probable that they do not provide the 
necessary services required by their customers. The relative importance of the 
ability to  keep the products performing satisfactorily  by firm s selling  
mechanical and/or electrical applicances points out the necessity that the 
international market undertake extensive programs to  build adequate service  
organizations.
Finally, the findings this research show a high segmentation of the 
consumers into urban and rural markets can be useful to international 
marketers trying to  determing product designs, promotional, and distribution 
activities in this country. Products must be modified to  f it  such techical
specifications as laws and power usage, or redesigned to f i t  the  demand 
requirements of the market, and both the promotion and distribution activ ities  
must be designed with the consideration of reaching both urban and the inherent 
large rural markets.
D. Implications for Marketing Educators
The findings in this research would provide marketing educators involved 
in the teaching of comparative marketing with additional insights into the 
patterns of marketing organizations in countries w ith different lev e ls  of 
environmental development, thereby advancing the theoretical development of 
structural foundations in marketing organizations. The primary objective of 
this study was to exam ine the organizational structures of household appliance 
wholesalers o f two countries in different stages of environmental development, 
and determine their relationship to selected environmental variables. The study 
demonstrated that there existed some relationship between such marketing
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organizational structure as size , assortment structure, and market coverage, 
and the leve l of environmental development of the countries in which the firms 
are located. This is congruent with the findings of gx-evious researches by 
Wadinambiaratchi (1965) DuBick (1978) Litvak and Bantling (1968) G olds trucker 
(1968) and Douglas (1975) and contradicts the notions by Douglas (1971) and 
Douglas and Winds (1973) that no direct relationship exist between  
environmental factors and marketing practices. The study also found 
significant differences in the organizational structures of wholesale firms in 
N igeria and the United States. Therefore, the contention of Douglas (1971), and 
Douglas and Wind (1973) that differences exist in the structure of firms in 
countries at different leve ls  of environmental development is thus reinforced.
Finally, the methodology employed in this research is not strictly  lim ited  
to  p ra c titic n srs . M arketing educators can use many of the techniques employed 
in this dissertation for their own purposes in collecting, analyzing, and 
interpreting similiar data, as well as for teaching purposes. By providing 
marketing educators with additional insight into the interaction between  
marketing organizations and the levels of environmental development, the 
findings in this study would enhance their abEity to better prepare students 
choosing careers in international business.
Suggestions for Further Research
This research has been primarUy concerned with the investigation of the 
nature of relationship betw een the organizational structure of wholesale firms 
in tw o countries, and the environmental conditions in those countries, using 
Bartels? conceptual framework. The findings provide som e insights into the 
nature of such relationship in wholesale firms concerned with the distribution of 
air conditioners and refrigerators. However, additional research is necessary to
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further explain the patterns of this relationship in other marketing 
organizations. Such research could be focused on w h ol^ a le  firms distributing 
similiar consumer products as dishwashers, freezers, dryers, and ovens, or 
industrial products, it could also be focused on wholesalers distributing low  
value products manufactured in Nigeria.
Another obvious area for further research is the pattern of relationship  
between environmental factors and the structure of such other marketing 
organizations as manufacturers and retailers, using the research design 
employed in this study. Such investigations would allow the study of other 
major segm ents of the marketing system , thereby enhancing the advancement 
of the theoretical developm ents of the structural formation in the entire  
system .
Additionally, if the researcher is not significantly  constrained by lim ited  
funds, as i t  was in this research, i t  would be advantageous to include more 
countries from both sim iliar and different environmental settings. This could 
enhance the extent of generalization of the nature of relationship found. Also, 
further research is needed to  determine the nature of these relationships when 
som e of the environmental factors are held constant, irrespective of the level 
of their development in the countries being investigated. Such research may 
help to determine which variables could have more influence of marketing 
organizational structures than others.
A lternative research designs could be used to further investigate the 
nature of relationship between the marketing organizations and the  
environmental factors. For example, similiar environmental factors and 
organizational structures used in this r^eareh  could be employed, but 
operationalized d ifferently for such research, econom ic factors could be
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defined in terms of the leve l of income, rate of inflation, interest rate etc ., 
while technology could be viewed in its operational aspects — the equipping and 
sequencing of activ ities in the organization — as opposed to the material 
approach taken in this research, and the socio-cultural factors could be 
operationalized as norms, values, attitudes, literacy level, e tc . On the other 
hand, size, as an organizational structure variable could be viewed in term s of 
the financial strength and market growth rate, while the extent of market 
coverage could be operationalized as frequency of calls, number of units sold by 
zone, sales by type of customers, etc . A lternatively, entirely different 
environmental factors and organizational structure variables could be utilized. 
Such other environmental factors as the degree o f competition, political 
stability, religious belief e tc .. and structural form ations as the degree of 
specialization and the  ex ten t of contractual alignm ents could be em ployed. 
Finally, it would also be necessary  to  other conceptual fram ew ork as th e  flow 
approach model, or the actor-process-structure-function-environment model. 
Such research could enhance the degree of generalization of the nature of 
relations hi os that exist.
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SUMMARY OP HYPOTHESES TESTING
Statistical Test
Hypotheses Data Source o f Significance Findings
H^: There exists no relationship between  
the developm ent in technological, and 
such wholesalers' organizational 
structure as size .
Questionnaire 
Part I, Items 16b 
(1-8), IGc (1-4), 
7a, 7b, 23, 3, 8 
Part HI, Items 2, 





H„: There exists no relationship between the 
developm ent in technology, such whole­
salers' organizational structures as 
assortm ent strueture.
Questionnaire 
Part I, Items 16b 
(1-8), 16c (1-4), 
14, 20, 22, 24, 26 






H : There exist no relationship betw een the
developm ent in technology, and such whole­
salers' organizational structures as the 
extent o f  market coverage.
Questionnaire 
Part I, Items 1,
16b (1-8), 16 ,(1-4) 
25, 4, 19, 13, 9 






H T h e r e  exists no relationship betw een the 
socio-cultural environment, and such 
wholesalers' organizational structure 
as size.
Questionnaire 
Part I, Items 17 
(1-13), 18 (1-14) 
7a, 7b, 23, 3, 8 







SUMMARY OF HYPOTHESES TESTING
Statistica l Test
Hypotheses Data Source o f Significance Findings
H_: There exists no relationship between  
socio-cultural environment, and such
Questionnaire Canonical Corre­ Rejected
Part I, Items lational Analyses
wholesalers' organizational structure 
as assortm ent structure.
17 (1-13), 18 
(1-14), 14, 20, 22, 
24, 26. Part IV, 
Items 3, 6, 1, 9.
and Factor Analysis
H-: There exists no relationship betw een the
soeio-cultural environment, and such 
wholesalers' organizational structure as 
the extent o f market coverage.
Questionnaire 
Part I, Items 17 
(1-13), 18 (1-14), 
25, 4, 19, 13, 9 






There exists no relationship between the 
economic environment, and such wholesalers' 
organizational structure as size.
Questionnaire 
Part I, Items 16a 
(1- 6) 10 , 11 , 12,
15, 21,  5, 7a, 7b,
23, 3 ,  8 Part n .  





There exists no relationship betw een the 
econom ic environment, and such wholesalers' 
organizational structure as assortment 
structure.
Questionnaire 
Part 1, Items 16a 
10, 11, 12, 15, 21, 
5, 14, 20, 22, 24, 
26, Part H, Items 







SUMMARY OF HYPOTHESES TESTING
Data Source
Statistica l Test 
of Significance Findings
There exists no relationship between the 
econom ic environment, and such wholesalers' 
organizational structure as the extent o f  
market coverage.
Questionnaire 
Part I, Items 16a, 
( 1- 6 ), 1 0 , 11 , 12 , 
15, 21, 5, 25, 4,
9 Part 11, Items 





1 0 - There exist no d ifference in the organizational structure of wholesalers' 
in Nigeria and the United States.
Questionnaire 
Part I, Items 7a, 
7b, 23, 3, 8, 14, 
20, 22, 24, 26, 25, 
4, 19, 13, 9.
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The purpose o f  this questionnaire is to co llect information regarding your firm's 
organizational structure and the environment in which it operates. The 
questionnaire is divided into four parts, with instructions concerning each part 
immediately preceding it.
All data will be tabulated the University o f Oklahoma 
and wiU be held in strictest confidence. Only total 
industry sta tis tics wiU be published. No firms or indi­
viduals will be identified.
PART L The following questions will allow us to classify your operation for 
comparison with other wholesalers. (If your firm operates at more 
than one location or branch, please answer m regard ^  your 
operation or branch only.)
1. T itle of Respondent
2. Location of Firm
3. Number of departm en ts, or working units in th e  firm
4. Number of locations (dom estic only) ______________
5. When did your firm begin operations? ___________
6 . Type or form of firm. (Check one)
( ) Sole Proprietorship
( ) Partnership 
( ) Corporation 
( ) Cooperative







(or Salary plus 
commission)
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8 . How many salespeople presently employed by your firm possess a four-
year college degree or its equivalent? ___________
9. How many o f your firm's immediate customers (in terms o f number o f
units sold) are;
  Sub-wholesalers
  R etailers
Final Customers or users?
100%
10. Approximately, how many suppliers does your firm have?
11. Where are your firm's major suppliers located? (Check one)
( ) exclusively within the country of operation.
( ) exclusively outside the country of operation.
( ) more within the country o f  operation than outside.
( ) equaUy within and outside the country of operation.
( ) more outside the country o f operation than within.
12. Is your inventory system  prim arily: (Check one)
( ) m anual?
( ) computerized?
( ) combination o f both?
13. On the average, how many days does it take from when customers place
an order w ith your firm, to when they receives the item(s)? ___________
14. On the average, how many days does it take from when your firm places
an order with your suppliers to when the good are received by you?
15. In terms o f product value, indicate the percentage stored at each o f the  
following:
  Owned warehouse(s)
  Leased warehouse(s)
  Rented warehouse(s)
100%
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IS. P lease indicate the extent to which the following factors exist in the 
country your company operates and the level o f their usage by your 
company. (Circle your responses)
Extent of Rate o f
Availability Usage
(U 0) >> Q)
43 43 k  ncn CÜ CO COt—I iH
(a) Sources o f funds for operations s o  > la m o  >
r H >  ( D W d )< < Z < C5 O Z
1. Credit extended by 1 2 3 4 5  1 2 3 4 5
manufacturers
2. Credit extended by local 1 2 3 4 5  1 2 3 4 5
banks
3. Credit extended by large 1 2 3 4 5  1 2 3 4 5
national banks
4. Sale o f stock  1 2 3 4 5  1 2 3 4 5
5. Retained Earnings 1 2 3 4 5  1 2 3 4 5
3. O thers (P lease list) 1 2 3 4 5  1 2 3 4 5
(b) Methods used by your firm  in ^ -g -g g
contacting manufacturers or g ^
retailers B g  g o  g o
< < z  < oaaa z  3
1. Telephone 1 2 3 4 5  1 2 3 4 5
2. Central Computer 1 2 3 4 5  1 2 3 4 5
3. D irect m ail 1 2 3 4 5  1 2 3 4 5
4. SmaU Computers in each 1 2 3 4 5  1 2 3 4 5
branch
5. Telegram 1 2 3 4 5  1 2 3 4 5
6 . Trade shows and conventions 1 2 3 4 5  1 2 3 4 5
7. Trade Journals 1 2 3 4 5  1 2 3 4 5
8 . Personal Contact 1 2 3 4 5  1 2 3 4 5
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(c) Carriers used for transporting w w M
the largest amount (in terms „ « 5
of units) o f the products you 3 - 0  S-a
c o l l  3 ™ >  msen.  o j > Him lum
< < a  Z C  M  3  Z  3
1 . Motor Carriers (including 
private and public)
1 2 3 4 5 1 2 3 4 5
2 . Railroads 1 2 3 4 5 1 2 3 4 5
3. Airlines 1 2 3 4 5 1 2 3 4 5
4. Others (P lease specify) 1 2 3 4 5 1 2 3 4 5
17. Please indicate the extent o f existence of the following government 
regulations, and the level o f their enforcem ent in the country in which 
you operate.




3  3W -33 a
z  3  3CT' to iJ to ■HO 0 0  Z M Z CS
1 2 3 4 5
Enforcement
HO 0
0  u 0rH H H3 0  0
0 3 0 3 Cd CO z  to
1 2 3 4 5
2 . Product sa fety 1 2  3 4 5 1 2 3 4 5
3. Price fixing 1 2  3 4 5 1 2 3 4 5
4. Price discrimination 1 2  3 4 5 1 2 3 4 5
5. Hiring discrimination 1 2  3 4 5 1 2 3 4 5
6 . Wage discrimination 1 2 3 4 5 1 2 3 4 5
7. Federal taxation 1 2  3 4 5 1 2 3 4 5
8 . Inventory taxation 1 2  3 4 5 1 2 3 4 5
9. Antitrust Legislation 1 2  3 4 5 1 2 3 4 5
1 0 . Building Codes 1 2  3 4 5 1 2 3 4 5
1 1 . Sales taxation 1 2 3 4 5 1 2 3 4 5
1 2 . Property taxation 1 2  3 4 5 1 2 3 4 5
13. Zoning regulations 1 2  3 4 5 1 2 3 4 5
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18. How important are the following factors with regard to what your
imers expect from your company? J J  O j
u C. y j  g"
U M o  H
1 . Seasonal discounts offered 1 2 3 4 5
2 . Quantity discounts offered 1 2 3 4 5
3. Product availability (in­
stock position)
1 2 3 4 5
4. Quality o f  the products 1 2 3 4 5
5. Exchange policies for 
defective products
1 2 3 4 5
6 . Refunds/Return policies 1 2 3 4 5
7. Reputation o f the firm 1 2 3 4 5
8 . Availability of credit 1 2 3 4 5
9. Product warranties 1 2 3 4 5
1 0 . Product information 1 2 3 4 5
1 1 . Availability of product
services
1 2 3 4 5
1 2 . Depth (assortm ent) of 
product line
1 2 3 4 5
13. Product Price 1 2 3 4 5
14. National brands carried (as 
opposed to  private brands)
1 2 3 4 5
19. What emphasis does your firm place on each o f  the following marketing 
activities?
 % product (assortment, quality, width and depth of product lines)
 % price
 % promotion (advertising, personal selling, sales promotion)
 % distribution (outlets served, physical distribution activities)
_% others (Please sp ec ify )____________________________
100%
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20. What major product lines are were sold and/or distributed by your 
company in 1982?
Types o f  Product Number of Units Sales $
(in %) (in %)
Refrigerators__________ _____  _____
Air Conditioners
100% 100%
21. How much product (in number o f units) did your company seU in 1982?
Air C onditioners___________
R efrigerators___________
22. How many units o f product does your company presently have for sale?
Air C onditioners___________
R efrigerators___________
23. What was the amount of net sales in dollars (Gross sales less returns and 
allowances) for your firm during your last yearly accounting period?
24. How many models do you have in your product lines?
Air C onditioners___________
R efrigerators___________
25. How do you describe your firm's operations geographically (by number of 
units sold)? (Check one)
  Local









Kerosene _________  _________
Others (Please specify) _________ _________
100% 100%
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DIRECTIONS FOR COMPLETION OF PARTS 2, 3, AND 4 OF THIS 
QUESTIONNAIRE.
Listed below are a series o f statem ents which relate to your firm's size, 
product assortment, and market coverage. Next to each statem ent is a se t of 
numbers, ranging from 1 to 5. Please indicate the extent to which you agree or 
disagree to each statem ent by circling the number after each statem ent as 
follows:—
1 -  Strongly Agree
2 -  Slightly Agree
3 -  Slightly Disagree
4 -  Strongly Disagree
5 -  Neither Agree nor Disagree
PARTn. The foEowing statem ents relate to the extent o f influence which 
se lected  economic variables have on your firm's structure. (Circle 
your response)
1. A major factor limiting the number of products 1  2 3 4 5
our firm  sells is the lack o f c ap ita l to buy 
the products from suppliers.
2. The limited credit line extended to our firm 1 2 3 4 5
by its suppliers restricts the number of
products available for sale.
3. Some models o f products our firm carries are 1 2 3 4 5
not very profitable, but are included in the
product Ene due to the demand for them by 
our customers.
4. The variety of products for sa le  by our firm 1 2 3 4 5
is lim ited because o f  the lack o f  an adequate
source o f  product supply
5. Our firm has not se t up new facilities in 1 2 3 4 5
other parts o f the country due to lack of
capitaL
6 . The firm experiences shortages of item s to 1 2 3 4 5
seU to its customers because the arrival
tim es for the products are delayed by the 
suppliers.
7. Our firm does not employ additional sa les- 1 2 3 4 5
people unless there is an increase in the
demand for its products.
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8 . Because of the lack of money needed to pay 1  2 3 4 5
the salaries for additional salespeople,
our firm experiences shortages of qualified 
sa les persons for its operations.
9. Our firm's operations are limited geographi- 1 2 3 4 5
cally to areas with high population densities.
10. In order to avoid the high cost of servicing 1 2 3 4 5
rural market areas, our firm restricts its
operations to retailers in urban areas.
11. Our firm is not able to fiU all customer 1 2 3 4 5
orders from due to product stock-outs.
12. Due to the lack of capital required to build, 1 2 3 4 5
maintain, and/or sta ff its own warehouses,
our firm stores its  products in public 
warehouses.
13. Our suppliers define our firm's market terri- 1  2 3 4 5
tory by stipulating where the products may be
sold.
14. Our firm 's d istribution  cen te rs are lim ited 1 2 3 4 5
to areas with highest demand for our product.
15. Our firm would have more customers if we 1  2 3 4 5
could offer a greater product assortment.
PART in . This portion of the questionnaire is designed to find out how some 
selected  technological factors influence your firm's structure.
1. When our firm orders its product from sup- 1 2 3 4 5
pliers delivery is delayed by the lack of
adequate motor carriers and/or railroad 
system s.
2. Our firm has lost sales because o f poor 1 2 3 4 5
delivery o f products to customers by motor
earr iers.
3. Due to inadequate highway and railroad system s 1 2 3 4 5
necessary for the delivery o f  products to
rural areas, our firm restricts its opera­
tions to retailers in urban areas.
4. To enhance their ability in providing product 1 2 3 4 5
information to the customers, our salespeople
are required to have a college degree at the 
tim e of employment.
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5. Our firm does not set. up establishm ents in 1 2 3 4 5
areas o f  the country with no fast and depend­
able communication facilities, such as te le ­
phone, computer, telegraph, etc .
6 . Our firm cannot provide emergency shipment 1 2 3 4 5
to our customers due to lack o f  fast delivery
services.
7. Our firm and its establishments are located 1 2 3 4 5
only in areas where transportation facilities
and equipment are located.
8 . The inability of our firm to  inform its eus- 1 2 3 4 5
to mers through media advertisem ents about the
existence o f some products in its product 
lines lim its the amount of item s it sells.
9. Our firm's ability to notify the suppliers 1 2 3 4 5
about sudden changes in consumer demand for
the products is lim ited by inadequate te le ­
phone and telegraph facilities.
10. Because our suppliers do not inform  the  firm  1 2 3 4 5
about new products available in th e ir  stock,
the varie ty  of item s our firm  sells is lim ted.
11. In order to be able to inform the custom ers 1 2 3 4 5
about its products, our firm concentrates
its operations in areas with such mass com­
munication media as television.
PART IV. In this portion of the questionnaire, we would like to have you 
evaluate the extent to which the structure o f your firm is influenced 
by some socio-cultural factors.
1. The firm carries in its product lines, only 1 2 3 4 5
those products that have warranties supplied
by the manufacturer.
2. In order to m eet our customers' service 1 2 3 4 5
requirements, our firm has established
departments in its locations to handle com­
plaints, returns, and provide information.
3. The safety  o f the products carried by our 1 2 3 4 5
firm is mandated by government regulations.
4. Economic restrictions imposed on our firm 1 2 3 4 5
by the government lim its the location o f our
firms' facilities.
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5. Due to laws against resale restrictions, our 1 2 3 4 5
suppliers do not stipulate where and to whom
their products are to be sold.
6 . Because o f legal restrictions, our suppliers 1 2 3 4 5
cannot seU our firm a product line only on
the condition that it purchases other products.
7. In order to be able to  provide the product 1 2 3 4 5
information often  demanded by our customers,
our firm's salespeople are required to under­
go special training.
8 . Our firm does not operate in som e of the 1 2 3 4 5
states in the country because o f  the rules
and regulations se t by those states.
9. Some varieties of products our firm carries 1 2 3 4 5
are low profit item s, but are added in the
product line to maintain a com plete line of 
merchandise.
10. In order to m axim ize our firm 's quality  image, 1 2 3 4 5
our firm  sells its products only through
selected  re ta ile rs  or sub-w holesalers.
11. The composition o f our firm's em ployees in 1 2 3 4 5
terms o f race, color, and sex is determined









We, at the University of Oklahoma, are undertaking a research project to 
examine the organizational structures of Air Conditioners and Refrigerator 
wholesalers in tw o countries, namely Nigeria and the United States, and to 
determine the impacts of various environmental factors on those firms. This is 
the first study of its kind, and as such your input is valuable for our results. 
P lease forward this questionnaire to  the appropriate individual within your firm.
Enclosed is a questionnaire which attempts to measure the structure of your 
firm , and your perceptions of the im pact on various sn ’/iron jn sn ta l fac to rs  on 
the organizational s tru c tu re  of your firm . Your response to  the  question will 
rem ain confidential. The data  are  being gathered  in such a m anner th a t they 
cannot be iden tified  by individual or organization. This is necessarily  a sm all 
sample and your response will count heavily in our results. Your cooperation 
and participation is necessary to the successful completion of this research.
If you are interested in receiving a report on the findings of this research just 
write your name and address at the end of this questionnaire, or if you prefer, 
request the results of the "Comparative Organizational Study" in a separate 
letter. We will be pleased to send you a complimentary report when ready.
P lease return the completed questionnaire at your earliest convenience in the 
self-addressed stamped envelope provided. Thank you for your participation.
Sincerely yours,
Rowland C. Chidomere




We recently  mailed the enclosed questionnaire to  you for completion regarding 
a research project being undertaken at the University of Oklahoma. A s I sent 
out only a lim ited number of these, your answer is very important to the 
accuracy of this study.
We would appreciate it very much if  you could please spare a few  minutes to
com plete and re tu rn  the questionnaire. If you have already done so, many 
thanks for your response. If you have not yet had a chance to  com plete  it, i 
would be m ost g ra te fu l if you v/ould do so now.
Thank you very much.
Sincerely yours,
Roland C. Chidomere
James R. Stock, Ph.D. Gary Green, Ed.D.
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Country o f  location (COLOT)* 
USA(COLOTI 
NIGERIA (C 0L0T2)
Type of Firm (TOFl)





Number o f departments or working units (NODSZl)
Total number o f  employment (N0ESZ2)





Number o f  salespeople with four-year college degree ( ) (NOSFYCO)
Amount of Net Sales ($ or N) in 1982 (ANS 82)
Assortment
Average number o f days it takes from when the firm places orders with the 
suppliers to when they are received (ORDAIN)
Number o f  units presently available for sale (NUPAS)
Numba- o f  models in the product line (NOMPL)




Kerosene ( COUSES) (COUSES)









Number o f  locations (NOLOC)





Average number of days it  takes from when customers place an order, to when
they receive the item s. (ORDOUT)
Composition o f im mediate customers (%) (COIMC)
Sub-wholesalers (COIMCI)
R etailers (C0ÎMC2)
Final consum ers or users (C0IMC3)
Economics
Extent of availability o f funds (EAF)
Rate of usage o f sources o f funds (RUSF)
Number o f firm's suppliers (NOFSU)
Location o f major suppliers (LOSUP)
Exclusively within the country o f operation (LOSUPl) 
Exclusively outside the country of operation (L0SUP2)
More within the country o f operation than outside (L0SUP3) 
Equally within and outside the country of operation (L0SUP4) 
More outside the country o f operation than within (L0SUP5)
Inventory system s used (ISU)
Manual (ISUl)
Computerized (ISU2)
Combination o f  both (1SU3)




Number o f  units sold in 1982 (NUS82)
Number o f  years in business (NOYIB)
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Technology
Extent o f  availability o f communication facilities used in contacting  
manufacturers or retailers (AMCMR)
Rate of usage o f communication facilities in contacting manufacturers or 
retailers (EUCMR)
Extent o f  availability o f  carriers used for transporting largest amount (in terms 
o f units) o f  the products sold (CAVAL)
Rate o f usage o f  carriers used for transporting largest amount (in term s of 
units) o f the products sold (CASAL)
Socio-Cultural 
Extent of existence o f  government regulations (EXGRE) 
Level o f enforcem ent o f  government regulations (LEGOR) 
Level of importance o f customer expectations (LICE)
Scale T itles and S ta tem ents in Part n . HI, and IV 
of the  Q uestionnaire
n . Influence o f  Economic Factors and the Organizational Structure of the 
Firms.
ECOSZl Inadquate sales people due to lack of capital to pay salaries.
EC0SZ2 Does not own warehouse due to lack of capital to build and maintain
one.
ECOSZ3 Loss o f  sa les due to constant product stock-outs.
EC0SZ4 Employs additional salespeople only during periods o f increased
demand.
EC0SZ5 Limits operations to areas with high population densities.
ECOASl Lack of capital to buy products from suppliers lim its the number of
item s of for sale.
EC0AS2 Number o f  products available tor sale lim ited by insufficient credit 
line.
EC0AS3 Inadequate source o f supply lim its the variety of products for sale.
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EC0AS4 Delay in product arrival from the suppliers causes shortage of 
products for sale.
ECO ASS Some models are not very profitable, but are included in the product 
lie due to the demand for them.
ECOMCl Inability to se t up new facilities due to lack of capitaL
EC0MC2 R estricts operations to urban areas to avoid the high cost of
servicing rural markets.
EC0MC3 Suppliers stipulate where the products may be sold.
EC0MC4 Distribution centers are restricted to areas with highest demand.
in. Influence o f  Technological Factors on the Organizational Structure o f the  
Firms.
TECSZl Loss o f sales due to poor delivery by motor carriers.
TECSZ2 Lack of fast delivery services for emergency shipments.
TSCSZ3 Salespeople are required  to have aoUege degree a t the tim e of
em ploym ent.
TECSZl Inability to inform customers about the products through media
advertàem ent lim its the amount of sales.
TECASl Product delivery from suppliers delayed by the lack o f adequate
motor carriers and/or railroad systems.
TECAS2 Inadequate telephone and telegraph facilities to inform suppliers
about sudden changes in consumer demand.
TECAS3 Variety o f item s for sale limited by the inability o f suppliers to
inform the firm about new products.
TECCOl Locates only in areas with transportation facilities and equipment
TECC02 R estricts operations to urban areas due to adequate highway and
railroad systems.
TECC03 Setting up establishments only in areas with fast and dependable
communication facilities.
TECC04 Concentrates operations in areas with mass communication media.
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IV. Influence o f Soeio-Cultural Factors on the Organizational Structure of the  
Firms.
SCOSZl Location o f facilities are limited by government economic
restrictions.
SC0SZ2 Government regulations determine the composition of firms'
employees.
SC0SZ3 Establish departments to handle customers' service requirements.
SC0SZ4 Salespeople undergo special training to be able to  provide product
information.
SCOASl Government regulates product safety.
SC0AS2 Suppliers are legally restricted to sell only on the condition that the
firm purchases other products.
SC0AS3 R estricts product lines to products that are warranted by the 
manufacturers.
SCOASl Adds low p ro fit item s to the product line to m aintain  a com plete 
line of m erchandise.
SCOCOl Laws against resale restrictions prevent suppliers from stipulating 
where and to whom products are sold.
SC0CG2 Rules and regulations set up by some states prevent the firms from 
operating in those states.
SC 0C 03 Sells through selected  retailers or sub-wholesalers to maximize 
quality image.
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IIESULTS OF THE STUDENT T -test ANALYSIS FOR DIFFERENCES IN THE SEE, 
ASSORTMENT STRUCTURE, AND MARKET COVERAGE OF RESPONDENTS AND
NON-RESPON DENIS IN THE UNITED STATES
Measures Respondents Nonrespondents irpi
1. Number of departments or working units 3 . 4 3 .1 - .8 7
2. Total number of employment 3 5 .9 38.2 1.79
3. Number of salespeople with four-year 
college degree 3 . 8 4 .1 .41
4. Amount of net sales in 1982 8 , 0 3 8 , 7 5 9 . 5 7 ,8 9 0 ,6 0 1 .1 -1 .1 3
5. Number of units presently available 
for sale 80G.1 785.9 1 .5
6 . Number of models in the product line 19 .2 20 .3 -.9 3
7. Extent of geographic operations 2 . 5 3 .1 1.33
8. Number of locations 0 . 3 5 .8 .67
"Significant at the .05 level.
Table 74
UISULTS OF THE STUDENT T -test ANALYSIS FOR DIFFERENCES IN THE SIZE, 
ASSORTMENT STRUCTURE, AND MARKET COVERAGE OF RESPONDENTS 
AND NONRESPONDENIS IN NIGERIA
Measures Respondents Nonrespondents
1. Number of departments or working units 4 .8  3 .3  1 .61
2. Total number of employment 26 .7  30 .1  - .8 3
3. Number of salespeople with four-year
coliege degree 1 .0  .90 .34
4. Amount of net sales in 1982 3 ,9 3 4 ,2 6 0 .1  4 ,1 8 8 ,1 0 1 .6  -1 .1 1
5. Number of units presently available
for sale 366 .2  356 .9  .77
6. Number of models in the product line 12 .6  10 .7  - .9 1
7. Extent of geographic operations 1 .1  1 .3  .27
8. Number of locations 3 .6  4 .1  .59
^Significant at the .05 level.
